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The Boston Sales Managers’ Club 


KATE GETS HOT 


"HONESTLY, FOLK 


wort & rr uy 


S, I CAN'T WAIT TO 


NEW HOT CER 


UT MY NEW HOT CEREA 

is asking salesmen for data on sales GRAPE=NUTS WHEAT-MEAL!" 
monagers. This is a case where man »* ~ nal 
bites dog—and with plenty of gusto. i the = 
* 7 asa } a 


Three-quarters of the business 
men questioned by Concert Program 
Magazines say they prefer classical 
music. Are these the same people 
who in the good old days always 
insisted they read the Literary 
Digest? 

7 = 


A Providence advertising agency 
hails the increasing number of mar- 
riages as an evidence of rising pros- 
perity. It might also mean that the 
boys are merely preparing for a cold 
winter. 


ry Grape-Nuts Wheat-Meol 
At Absolutely No Cost! 


T 
! 


i, week 


Kate Smith does the enthusiastic endors- 
ing in this newspaper copy for Grape- 


An advertiser brags in his copy 
about “25 per cent all-wool,” and 
an advertising student wants to 


Nuts Wheat Meal, hot cereal, which 
appeared in Buffalo. (Story on Page 4.) 


| Famed Copywriter and 


| Island Retreat 


| 


know if he means it. This is one 
that even teacher can’t answer. 


a 


Although Mary Pickford’s adven- 
ture in cosmetics did not turn out 
successfully, there’s at least one 
soap advertiser who ought to be 
glad to tie up with “America’s 
Sweetheart.” 


Campana Reviews 
a Full Decade 
of Broadcasting 


Lotion Field Matures 
with Assistance of 
‘First Nighter' 


By MURRAY E. CRAIN 

| Chicago, Nov. 14.—When Cam- 

;pana Sales Company, manufacturer 
Tom Harmon, featured in Life as|0f Italian Balm, runs off its “First 

a great ball carrier, was held to a|Nighter” program over Columbia 

yard a try by Minnesota the next Broadcasting System next Tuesday 


TA F 


George Washington was first in 
war, first in peace and first in the 
hearts of His countrymen, but in 
spite of that the political experts 
are still demanding, “What was his 
plurality?” 


, 2 


Saturday. Some of these football) night, it w ill 

players simply don’t read the | have completed a 

papers. | decade of broad- 

°F 2 | casting under the 

_ |same formula 

_The nose counters are all satis-| which governed 

fied with their polls, and their) jts jnitial effort 
critics 


insist they didn’t prove a| on the NBC Blue 
thing. It’s the perfect result, with} network on 
everybody happy. | Thanksgiving 
| Day, 1930. More 
| important, it will 


~ v '¥ 


“If the object is to get orders,”|}have demon- 
says Earle Buckley, “the proper tell-| strated that in- T Wall 
ing of the story will necessitate a| telligent adver- a 


long letter.” tising in any medium helps com- 

The fellow writing a sales mess-| petitors of both product and me- 
age to his girl learned that a long|dium by opening up a vast new 
time ago. | vista of opportunity. 


yw, When Campana 


launched what 


P. K. Wrigley, who has just aP-| aurable the ole. 


Pointed a new general manager of| AR ti else 

is Cotas des tector tale Of edienindne! possibilities of the hand lotion field | 

isative detail ain siete iy ties con-| Vere realized only by a few experts. 

dusion that it’s = fot easier te elenee All of the advertising devoted to 
i Sé ” “\this type of cosmetic aggregated a 

gum chewers than baseball fans. 


bare $100,000 in 1923 and little more 
vvy |in the succeeding years. There was 
no apparent reason to suspect that 

H e’s a tip to the promoters of} the market could 


be greatly ex- 
National Peanut Week, to be cele-| panded by the most ingenious 
brated beginning January 23, 1941.| strategy. 
Yi an get the most enthusiastic | As L. T. Wallace, of Aubrey, 
en ements you ever saw from|Moore & Wallace, the Campana 
an} ypular polar bear. (Continued on Page 34) 
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Bosed on his CAB radio rating, DIRECTORY OF FEATURES 


Pr ‘ent Roosevelt would probably | ag Ind b~ 
have been able to land another job| esi, Sstnew, inde : 
n> f he hadn’t been elected for| Canadian Magazine Linage 36 
a tord term. Chain Store Sales 30 
| Earnings . 18 

in Mi | Editorials 12 

A-cton Stevens gave credit to | Farm Magazine Linage 40 
Br Seltzer for a broadcast paid | Getting Personal 32 
for by Alka-Seltzer, and the least||nformation for Advertisers - 
“ie ‘ormer could have done was to Obitearies — 42 
a Ashton a bottle of its famous) photographic Review 47 
‘fac iche cure. | Rough Proofs + 8 


Copy Cus. Voice of the Advertiser 


was to develop into one of the most | 
the 


Death Puts End to 


Brilliant Career — if Production 


Pontiac to Advertise Even 


is Curtailed 


of ‘Obie’ Winters 


DRAWS COUPONS 
_ Agencyman Stricken at) 


| New York, Nov. 15. The adver- | 
ltising world paid its final respects | 
today to Owen Burch Winters, ex- | 
jecutive vice-president of Erwin, 
Wasey & Co., renowned as one of | 
the greatest copywriters in the his- 
tory of advertising, who died sud- 


FAMOUS FUNN FAMILY 


denly Tuesday morning at Cat Cay, | mutstan 
|B. W. I., an island 50 miles east of “s rp pomeens 
| Miami, owned jointly by Mr. Wint- erts. Thes . he new 
‘ers and Lou Wasey, president of the | HN , ee 
agency. The body was flown to if “MS aie an wa 
New York for the funeral service. y : ERIE, a wee dinple 
Less than two months ago Mr. Cire a = ial Sieh 
|Winters underwent a gallstone oper- 
lation after which pneumonia set in. ¢ HM 
He spent several weeks in a New 4 ; sty! ees 
York hospital, then went to the | ¢ ‘ addres of nee becloved \ 
ocean island to recuperate. His | 
progress was reported as satisfac- | { 5 
tory until a few days ago when he} { od y 
suffered a relapse. A physician flew 
\to Cat Cay, stayed several days and | 
returned here, believing the patient 
was on the road to recovery. The 
end came while Mr. Winters was 
|asleep. 


Expanded Campaign 
Fate Steps In 
lclassmates was Lowell Thomas. 
| Throughout his undergraduate days 

.2\ Holiday Toy Sales Pro- 
|literary career for himself with | ° 
|Paris as the Mecca of his desires. | motion 
|that moment on destiny directed | week period between Thanksgiving 
| young Winters’ career into advertis- 
to become Packard advertising | paign with the Famous Funn Fam- 
|}manager. The neophyte was put to/ily plan as the keynote of the 
/Arthur Kudner, Milton and Newton| Famous Funn Family is a mer- 
|Feasley. After Packard came a job | chandising name developed by Reiss 


' 
| or ramous runn 
| Born in Dawn, O., Dec. 11, 1891, 
|Mr. Winters attended high school P 
| Family’ Launched 
at the University of Michigan and 
after his graduation in 1914, he 
|But a relative gave him a letter of | 
introduction to Alvin Macauley of | New York, Nov. 14.—Gearing its 
}ing channels. | 77 per cent of all toy sales, the toy 
| In Detroit he presented his pre-| industry this week launched its sec- 
work on the Packard house organ.| program. Special emphasis is being 
Contemporaries in the motor com-| placed this year on the “American- 
las associate editor of the “Timken Advertising, which is directing the 
(Continued on Page 41) 


in Greenville, O., where one of his 

50 Manufacturers Bac 
clung to the hope of carving out a | 
| the Packard Company and from| promotional efforts to the seven- 
cious note to Frank Eastman, later |ond merchandising cooperative cam- 
| pany’s advertising department were | made”’ angle. 
(Continued on Page 42) 


and Christmas, which accounts for | 


Last Minute News Flashes 
Braucher Named Periodical Publishers Head 


New York, Nov. 15.—Frank Braucher, who resigned Nov. 1 as vice- 
president of Station WOR, and who was previously vice-president of 
Crowell Publishing Company, was today named full-time president of 
the Periodical Publishers Association, succeeding R. E. Rindfusz, who is 
retiring after 17 years service. Mr. Braucher will take up his dutie Dec. 1 


Pre-Christmas Drive for Early American Toiletries 

New York, Nov. 15.—Shulton, Inc., New York, will use 49 news- 
papers Dec. 1 and Dec. 15 in its most extensive pre-Christmas campaign 
on Early American Old Spice toiletries. Catalog type copy will list 13 
items for both men and women. Rotogravure space will be used in 43 
of the 49 papers. The holiday drive, supplementing regular promotion 
in 17 magazines, is handled by Wesley Associates, New York 


CBS to Follow NBC in Banning ASCAP Music 

New York, Nov. 15.—Columbia Broadcasting System will ban all 
ASCAP music from sustaining programs on its networks beginning 
Dec. 1, following a similar National Broadcasting Company ban effec- 
tive today. Band leader Richard Himber entered the BMI-ASCAP con- 
troversy today by telegraphing Mayor La Guardia of New York, urging 
him to mediate the radio music dispute. 


Elkay Metal Products to Cecil and Presbrey 


Chicago, Nov. 15.—Elkay Mfg. Company has appointed Cecil and 


| Presbrey, Chicago, to handle advertising of its stainless steel and other 
| metal products. 


Pa Ne 
4 , 


Bathrick Analyzes Ad- 
vertising Philosophy and 
Agency Service 


Detroit, Nov. 11—“I am sure one 
question is uppermost in the minds 
of you advertising people now. 
That is: 

“What happens to advertising, if 
the production of 1942 cars is ar- 
bitrarily pro-rated among the vari- 
ous manufacturers or otherwise 
restricted? In other words: Will we 
advertise even when customers are 
standing in line for new cars? 

“The answer, so far as Pontiac is 
concerned, is that we'll keep right 
on advertising. Just as we did dur- 
ing the toughest years of the de- 
pression. 

“Because Pontiac is in business 
for the long pull—and we aim to 
stay in business despite what hap- 
pens in 1942 or 1948—or last Tues- 
| day.” 
| With these forthright words D. V. 
Bathrick, vice-president and gen- 
eral sales manager of Pontiac, as- 
‘sured the Adcraft Club of Detroit 
that elimination of advertising is 
not on the automotive schedule, re- 
|gardless of defense demands. 
| “Business is breaking records this 
| year,” he said. “It is quite possible 
| that next year there may be more 
customers than cars. But we'll take 
;out advertising insurance against 
| the day when, again, there are 
'more cars than customers. 
| “For a customer this year is not 
necessarily a customer of ours two 
years from now—unless advertising 
jand the product make him one. 
“I’m sold on advertising. This 
(year it will help us sell $300,000,000 
worth of Pontiacs. Please notice 
|that I said ‘Help.’ Because I look 
upon advertising and our advertis- 
ing agency as a partner—not a 
lamp-rubbing magician. 

“Some sales managers may regard 

|advertising as a failure unless it 
sends customers running to the sales 
room, a check in one hand and a 
;copy of the advertisement in the 
other. I don’t see it that way. Ad- 
vertising, to my mind, should be a 
|pleasant murmur which beguiles the 
| householder while I get my sales- 
kit open. It should be the breaking 
‘of the ground and the planting of 
good seed. When the harvest time 
|}comes, the job is up to the sales 
'force and the product. Let adver- 
tising get the patient ready—we’ll 
do the operating. 

“It has always been our aim at 
Pontiac to build the best car we 
know how, price it as cheaply as 
we can and then present it to the 
public in advertising that the pros- 
vective customer can understand.” 

“We've given a lot of thought and 
learned many things about our 

prospective customers because a 
national market is simply a multipli- 
cation of one customer,” Mr. Bath- 
rick continued. “We know, for in- 
stance, that he is between the ages 
of 25 and 40 years and that his 
median age is 36. His average in- 
come is $209 a month and he will 
buy his Pontiac on an average 
monthly installment of $32.38 on an 
18-month contract. If he is an old 
customer, then we are almost cer- 
tain he turned in a three-year-old 
Pontiac on his new car, and re- 
ceived a_ trade-in allowance of 
$391.73. His occupation is most 
likely to be a salesman, merchant, 
store manager or realtor. 
| “That’s our one customer. He 
|may seem unworthy of such atten- 
| tion on the part of a great national 
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2 
advertiser But after you think 
about him seriously for a few mo- 
ments, your respect for him is al- 
most certain to begin to grow 

“Jim Adan vice-president of 


MacManus, John & Adams, Inc., in 
his book, ‘More Power to Advertis- 


ing,’ has figured out that this typ- 
ical customer from the time he is 
twelve years old until he dies does 
a surprising amount of buying. 


“For instance, he buys about 300 
shirts any manufacturer who 
suddenly found himself with an or- 
der for 300 shirts would hardly 
hesitate to give it his best attention. 
This typical customer of ours eats 
50,000 which he personally 


and 


meals 


orders. He buys about 200 suits of 
clothes—and there are many rep- 
utable retailers who don’t make 


that many sales in a year. 
Great Car Prospect 


too, he 
the pur- 


“During his lifetime, 
either buys or influences 
chase of from 10 to 15 automobiles 
and travels about a quarter of a 
million miles—either in his own car 
or aS a paying passenger on public 
conveyances. In either case he is a 


great potential for those who sell 
transportation. 
“He buys 200 pairs of shoes; 


smokes 10,000 packages of cigarets; 
makes 25,000 phone calls. 


“Yes, taking him by and large, 


he’s quite a spender. Purely within 
his own rights as a customer, he is 
worthy of the best efforts advertis- 
ing can throw in his direction. 

“This, then, is the man we’ 
ing at—the common denominator of 
Pontiac’s national market, and we 
must not forget that every compe 
titor of ours is aiming at him too, 
o we have to be better in our ad- 
vertising than they are to get his 
attention 

“T want our advertising always to 
talk to him in his language because 
when advertising is aimed directly 
at the individual consumer, it gets 
ane. It quits boasting and lying. 
It tells the whole truth and nothing 
but the truth. It talks straight from 


alm- 


the shoulder, sincerely and con- 
vincingly. 

“[ think I can tell you in a few 
sentences what I expect from our 


advertising: 

“It should attract people’s atten- 
tion enough to cause them to inves- 
tigate further. 

“It should 
message. 

“This message must create a de- 
sire in the reader’s mind to look at 
a Pontiac whenever he is in the 
market for a car, now, next month, 
next year. In other words, to create 
what we call “floor traffic’ for our 
dealers. 

“Beyond that point I expect our 


interest them in our 


IN AGENCY POST 


J. J. Neale, sales traffic manacer of the 

NBC-Red network, central division, who 

has resigned to become radio director of 
Blackett-Sample-Hummert, Chicago. 


advertising to impress all America | 


in the market or not—with two 
facts about Pontiac: 
“1. The car’s high quality and 


low price; and (2) the Pontiac car 


CANDLES for 
VLOWATTIS \ | 


pirat la 
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The Electrical South Marks a Milestone 
as Electrical South Celebrates a Birthday 


“The South’s Own and Only Electrical Business Journal” will commemo- 
rate its 20th Anniversary with a February, 1941, number devoted, appropri- 
ately, to the persistent, rapid progress of the South’s electrical growth during 
the service lifetime of the publication. 

Tangible and significant indications of this Southern electrical expansion 
are shown in the following facts: 


® During the past 10 years the electric output of the central stations of the South 
shows an increase of 49.10 as Compared at 33.300 for the rest of the country. 


® During the past 4 years. 6.631 miles, or 37.9% 
transmissien 


new 


of the country’s total mileage of 
lines, were constructed in the South. 


® During 1939, there were added 282.676 new customers to the lines of the South’s 


central stations. 


These represented 31.5°7 of the country’s total new customers. 


® Last year, 293.410 additional homes, or 31.410 of the country’s total, were wired 


in the South. 
1939, the average residential customer consumption in the South was 1220 


KWH. as compared to the national average of 900 KWH. per customer. 
® Electrical appliance sales in the South for 1939 totaled well over 102 millions 


of dollars. 


Records show that the rate of gain in these sales for the past 8 years is 


considerably higher in the South than in the country as a whole. 


A vivid, comprehensive portrayal of this progress in] ELECTRICAL 
SOUTH’S February 20th Anniversary Number will make it an issue which 


the Southern trade will want to preserve for future reference. 


From the ad- 


vertiser’s standpoint, this makes the publication’s thorough coverage even 


more valuable. 


@ 


With circulation in over 1900 cities and towns of the South and 


Southwest, ELECTRIC 


1, SOUTH is the only publication assur- 


ing complete coverage of both small-town and metropolitan South- 


electrical dealers, contractors, 
vour 94 advertising 


ern 
making 


plans, be 


wholesalers, and utilities. In 


ELECTRICAL 


sure 


SOUTH is on vour schedule for regular space and that special 
provision is made to take advantage of the important February 


inniversary Number. 


“The South's Own and Only Electrical Business Journal” 


GRANT BUILOING,. ATLANTA. GEORGIA 


ELECTRICAL SOUTH 


COTTON * SOUTHERN POWER and INDUSTRY + SOUTHERN AUTOMOTIVE JOURNAL * SOUTHERN HARDWARE 


is big enough and the line broad 
enough to satisfy every motoring 
desire whether it be for a car just 
above the lowest in price or the 
finest in luxury transportation. 

“If I can speak of Pontiac, again, 
I would like to give you an ex- 
ample. We are in the mass produc- 
tion field but priced slightly above 
some competitors. Our product is 
better and more desirable in every 
way—but price is a terrific factor 
in mass selling. 

“So one day someone at the 
agency figured just how many more 
cents per day our product cost than 
its less desirable competitors. It 
was surprisingly little when pre- 
sented that way—about 15 cents— 
and we focused our advertising on 
this point. 

“We hit pay dirt, 
sponse was immediate. The propo- 
sition had been whittled down to 
the status of the individual buyer— 
this typical customer of ours. He 


and the re- 


|could figure the thing out for him- 


self, fit it into his own private 
budget, and see his way clear to ac- 
tion. 

“That is good business and good 
advertising.” 

Turning to a discussion of what 
Pontiac expects of an advertising 
agency, Mr. Bathrick said: 

“To some, agencies are mere 
brokers of space; to others, they are 
merely glorified copy and art serv- 
ices. But to me an advertising 
|agency primarily is an interpreter. 
| They enable us to talk to one man 
| who—multiplied 120 million times 

is known as the National Market. 


Must Talk the Language 


“Whether realized or not, each 
industry and every member of it 
lives in a little world of its own and 
uses what might be considered a 
business dialect that contains many 
words, expressions and _ thoughts 
that are clear to themselves but not 
quite clear to the general public. 

“IT contend, therefore, that the 
primary function of an advertising 
agency is to understand both the 
‘trade’ and ‘personal’ languages 
well enough to be able to translate 
ideas emanating from a particular 
trade or industry into language 
understood by the public generally. 

“To do this properly they should 
icall on at least 1,000 buyers annually 
ito find out why they bought their 
cars. 


November 18, 1940 


cite the interest and imagination of 
Mr. or Mrs. National Market. 

“The factor that should qualify 
an advertising agency for its role 
s interpreter is that the very na- 
ture of its business requires it to 
work in diverse fields of trade. This. 
in itself, prevents a trend toward 
commercial provincialism so com- 
mon to business men, and keeps ar 
agency light on its feet. 

“The agency’s stock in trade is 
not necessarily a collection of word 
but a knowledge of and a curiosit; 
about people in the mass, in term 
of the factors that motivate the: 
in accepting or rejecting a produc 

“The best way to tell you wha 
I expect from an advertising agence: 
is to tell you what Pontiac get 
from its agency. 


Knowledge of People 


“T expect the services of a suffi 
ciently large group of men wh 
have a thorough knowledge of an 
curiosity about people in the mass, 
as I said before. 

“I expect them to satisfy th 
curiosity in regard to our produ 
and its market by getting out in’ 
the field and talking to our reta 
salesmen, our dealers and John ( 
Public. 

“Our agency has 16 men engaged 
in creative work on the Pontiac a: 
count. I don’t know whether that i 
too many or too few, but at least 
gets the job done. 

“T expect the agency never to | 
satisfied with what they are doi: 
for us even if we are satisfied 
just as our engineers are never sat- 
isfied no matter how popular t! 
current model proves with the pub- 
lic. 

“T expect the agency—from time 
to time—to bring us new and chal- 
lenging ideas which we can discu: 


‘and accept or reject in the light of 


“They should call on at least 250 | 


‘dealers a_ year, 
spread, and divided 
classifications such 
and rural to see what resistance 
they are getting and what they 
want us to stress in our advertising. 

“If any single expression could 
sum up this faculty it might well 
be: ‘interpreter of sales ideas’—in- 
terpreting material or concrete fac- 
tors into terms of human elements 
or interests, to secure preference for 
a product on the basis of in- 
tangible rather than tangible fac- 
tors, or to describe merchandise or 
services in terms of human needs 
or wants. 

“There are some obvious illustra- 
tions: 

“A soap is sold as a beauty aid. 
Another soap is sold as a help in 
securing social standing. A cigaret 
is sold as a help to digestion. 
Blank’s toothpaste will get you a 
handsome husband, lady. 

“Granted that these products are 
good, they will accomplish their 
primary purposes of cleaning and 

itisfying the nerves and so forth. 
From there on in, advertising must 
talk the ‘personal’ language and ex- 


geographically 
into different 
as cities, towns, 


ito check 


current conditions, and, if accepted 
—test. 

“Under that category comes the 
incident of which I spoke: bring 
home the price of Pontiac in rela- 
tion to the three lowest priced cars 
in terms of 15 cents a day. 

“As important as any, I expect 
them to look ahead to see what the 
problem is apt to be, and to come 
up with a recommendation to meet 
any quick change in buying habits. 

“T expect our agency to provide 
us with a well-rounded advertising 
program. And I think our program 
for 1941 well might be a model. 


Importance of Research 


“For instance, Pontiac advertise- 
ments now appear in 2,500 news- 
papers with an estimated audience 
of 41 million persons and in maga- 
zines with a weekly audience of 32 
millions. Some 6,000 billboards are 
being used and during the coming 
year we will send about 15 million 
direct mail pieces concerning new 
cars, used cars and service. 

“IT expect our agency to have a 
research department which vy 
supply their creative group wit! 
sound knowledge of field condit! 
as they affect our product, and ) 
the effectiveness of th 
advertising from time to time. ! 
me cite you an interesting exan 
of how research can affect adverts- 
ing. Early last year, someone at ' 
agency got to wondering whe! 
the public had any conceptio! 
how close to the low priced 
Pontiac was priced. 

“So the agency began a su 
among several thousand perso! 

20 cities—and the result was a! 
ing. We discovered that desp!' 
(Continued on Page 46) 
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SHOPPING NEWSPAPERS a 
the NNTIONAL ADVERTISE 


Shopping Newspapers are of course, already known to a Every single issue of Shopping Newspapers is hand-delivered 
growing number of national advertisers and their adver- into the homes of 6,706,404 selected able-to-buy families, in 
tising agencies. adjacent, urban, handy-to-trade areas, by 30,000) trained 


carrier delivery boys, who are held to the same strict account- 
This is simply the first time they have been presented in a 


ability as if they were bank messengers delivering securities! 


Series of Talks since our formal introductory announcement 
eighteen months ago. In fact, you'd think Shopping Newspapers were “missing 

securities” any time a woman fails to get her copy! 
In that brief period, their progress has been so encouraging, 
, - If it isn’t on the dot she's right on the ‘phone! Which is 
in recognition and results, that we want to tell the good news . phone! . . . which is 


to a wider audience of national advertisers proof that she has money to spend, because the sole purpose 


of Shopping Newspapers is to induce her to spend it. 


Nationally, the Shopping Newspaper is cighteen months old, Ad 2 . . 
Unlike mediums that survey circulations .//ter they are es- 


but for eighteen years before that it had been laying the 


‘ , , . : ; ; tablished, Shopping Newspapers survey theirs Before they 
groundwork for its evolution into a nation-wide medium. ; 


are established, and selected income groups are the basis ot 


The first important Shopping Newspaper... now included, their establishment and distribution. 
of course, in the coast-to-coast network of this remarkable Most circulations are based on GUESSWORK. 

medium... was founded .in Cleveland, in 1921, and has 
" been a phenomenal success ever since Shopping Newspapers are based on SPADE-WORK., | 


ethos te And tilled ground is money in the tll! 
lhat’s nineteen years ago and here's what's happened as a 


t 
; result of that Jack-and-the- Beanstalk experiment. It also takes less money out of the till! . . . because Shop- 
t ing Newspapers, devoted exclusively to selling merchandise, 
e Today, only 19 years later, 100 great Shopping Newspapers convert the prohibitive cost of unrelated functions into sub- 
n are flourishing in 100 important cities of the United States. stantial space rate economies for the advertiser, enabling 
a oo him to confine his expenditures to Business Only! 
; That's an average of better than Five Founded Annually since 
i that acorn was planted in Cleveland! In brief, CONTROLLED CIRCULATION is for the na- 
- tional advertiser who is tired of the high cost of hitting 
a f ‘ere ixin< “t: s either! ‘ — baie ; 
e And we're not mixing our metaphors, either! hospitals and missing military objectives! 
n 
W The first Shopping Newspaper acted so like a Beanstalk that SHOPPING NEWSPAPERS HIT THE TARGET! 
a nobody ever dreamed it was an Oak! a 
, EVERY COPY GOES HOME! 
: At first, even we thought it was a Beanstalk . . . then, later, (5 —— 
° . . . , . ~~~. 
as it continued to multiply itself across America, we began F ne “\ 
|e e ” Pen eee ese a a HE ° : ws 
to suspect it might be an Oak... but, frankly, it took a /* . ._  ™ oo- 
- . ° ° - “we ; e 
Forest, finally, to convince us! . P i ie ¢ f 
/ ee e %e; * ao Ay, , 
, . . . : e bad bd : °° 3 . °e oot 
When a wholly new type of medium springs up in one city, \e .* ae fam 
| g@e e ° a e Se | 
and then, without fanfare or promotion or circulation schemes, | \ . *.* . «# “8 iY 
a . . ; \ 
- . . . . + * ° . pI > 
sprouts forth in ninety-nine other important communities and °° 2° i 
: ; , “ys 4 f 
_ achieves a nation-wide hand-delivered doorknob coverage a4 e a" -* J ae 
~? of & 
of 6,706,404 families in the space of nineteen years... r a »* { 
a \ 
a \ rn *. er 
Why, then, it’s time to examine and appraise the secret of J \ * e \ 
— ' ——* | Xu 
its Cumulative Vitality! “4 
And here it is in two words: JAMES A. COVENEY CO., +44 \IADISON AVENUR, N. Y. 
39 SOUTH STATE STREET, CHICAGO 
CONTROLLED CIRCULATION. 225 SOUTH ISTH STREET, PHILADELPHIA 
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. : “the faith we keep and the a | 
Christmas Light we cherish.” The advertisement * General Foods NEWEST ENTRANT IN NICOTINE DEBATE 
° s built around a Christmas night | 
Makers Join in scene and stresses that, in contrast Tests Hot Cereal 9, 
: to the blackouts and fears abroad, | s 
Selling Effort here in America there is light and in Three Markets OKES me THING / 
(Picture on Page 47) liberty. (Picture on Page 1) eres ne 
Cleveland, Nov. 13.—A two-page, The advertisement will be backed New York, Nov. 14—About four A 
four-color advertisement keyed to up by three national radio pro-|and a half years ago General Foods XTRA RA 
an emotional Christmas appeal and | grams (General Electric, Westing- Corporation made a stab at the | E EXT EXTRA i 
scheduled for the Dec. 14 issue of | house and Gabriel Heatter for Lib- | cold-weather cereal market with a -MILDNESS- COOLNESS FLAVOR 
Liberty, will launch nationwide! eTty) and by nation-wide tie-ups | three-minute hot cereal known as | 


activities of the Decorative 
ing Guild of America, latest group 
organization developed by Foster & 


Davies, Inc., Cleveland agency 
which organized the I. E. S. Better 
Sight Lamp movement and more 
recently, the Fleur-o-Lier manufac- 
turers. 

The Guild, to be known Officially 
as DELGA, represents practically 
100 per cent of the manufacturers 
of Christmas lighting equipment, 
according to the agency, and has 


two primary aims—to further use 
of decorative lighting 
holiday season and to encourage 
year round use of such lighting for 
all occasions. 

The double-spread advertisement, 
first of a planned campaign, is 
headed “The Light That Must Not 
Fail.”” Copy, written by Maxton R. 
Davies, vice-president of the agency, 
advocates the use of Christmas 
lighting as a symbol of freedom and 


during the | 


Light- | 


| 


Election News Facsimile 


| 


| with the Presidential election when 
| the 


/the following morning. 


with public utility companies. 


“Post-Dispatch” Sends 


The first complete election returns 
service by facsimile broadcasting 
was accomplished in connection 


e St. Louis Post-Dispatch trans- 
mitted returns in this manner from 
6 p. m. election day until 2 a. m. 


The bulletins were transmitted 
without interruption and were re- 
ceived and printed on facsimile sets 
in a home, three St. Louis hotels 
and eight store windows in the 
metropolitan area. 


Walker Advanced 


George Walker, assistant manager 
of the New York Socony division, 
has been named general manager of 
the Albany division of Socony-Va- 
cuum Oil Company, succeeding 


Eugene Orvis, who has retired. 


Post-O. It was tested out in several 
markets, but never made a big dent. 


Now General Foods is back again | 


with another hot cereal, or rather 
the same one, this time renamed 
Grape-Nuts Wheat Meal. It’s still 
hot and it still cooks 
minutes. 

Test copy on the new product is 
currently appearing in newspapers 
in Buffalo and two other markets, 
with Kate Smith being given the 
heavy job of gaining a favorable 
introduction. 

In Buffalo the sampling device 
being used is the distribution of 
free samples of the product, “con- 
taining 8 to 9 servings,” in connec- 
tion with the purchase of Grape- 
Nuts or of Grape-Nuts Flakes. 


Names Wallace Witmer 
The Courier News, Blytheville, 

Ark., has named Wallace Witmer 

Company as its national “rep.” 


CAKE with 100 | CANDLES 


The print order for PRAIRIE 
FARMER’S CENTENNIAL NUMBER, 
will be 400,000 
That's a bonus of 18%... 
60,000 extra circulation at no in- 
crease in advertising rate. 


January 11, 1941, 


copies. 


But that isn’t all: 


There are other 
features, too, that makes this issue 
an opportunity for advertisers, as 
Prairie Farmer starts its second cen- 


reference, a 


Then there's 


document to be cher- 


ished and preserved. 


the publicity. Current 


issues of Prairie Farmer are now 
featuring the Centennial Number. 


It will be dramatized over our own 


50,000 watt 


volume. 


tury of service to agriculture. 


The size of the issue itself will be 


commanding (Pegged 
at 196 pages). The 
cover by William Welsh 

. full color, including 
gold... catches and 
holds attention. 


The historical content— 
a Century of Progress 
in Agriculture—assures 
long life, makes it a 


Coumlomil WY 
RAIRIE 


¢ 


BURRIDGE D. BUTLER 
Publisher 


1230 Washington Boulevard, Chicago 


radio station, WLS. 


Everyone in Prairie Farmer Land 
will be waiting to see this veritable 


And the 12 main sections, each 


12 Big 
Sections 
Century of Progress 

Farm Chemurgy 
Power & Implements 
Commerce-Finance 
Livestock & Dairying 

Communications 

Soils and Crops 

Transportation 
Home & Household 
Buildings-Equipment 

Poultry 
Classified Advertising 


AHMEH 
' Se bly 


The Home of WLS, The Prairie Farmer Station 


with a special frontispiece, give an 
editorial background 
and setting for your spe- 
cific advertising mes- 
sage. 


So if you are not one of 
the scores of advertisers 
who have already re- 
served space, get your 
order in at once. 
forms close December 1. 


First 


1841 


1941 


a - 
a; 


in three | 


} 


| 


AND ANOTHER BIG ADVANTAGE FOR YOU IN CAMELS — 


the smoke of slower-burning Camels contains 


LESS NICOTINE 


than the average of the 4 other of the largest-selling — 


cigarettes tested_less than any of them according — 
to Independent scientific tests of the smoke itself — 


W HEN all is said and done, the thing in smok- 
re 


Your « hat the smoke of slower 


of 
statin ag, t00- worspe ciaed below —_ 
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_ WE SLOWER-BURNING 
CIGARETTE 


A new theme appears in Camel newspap 


er advertising—one which was absolutely 


taboo in cigaret copy until Lucky Strike started using it in May of this year. 


toms Newest Cigaret 


ie Battle Rages 
Around Nicotine 


Camel Answers Lucky 
Copy with Emphasis on 
Smoke 


New York, Nov. 14.—As R. J. 


|Reynolds Tobacco Company broke 
| first copy this week on a new theme, 
|asserting that “the smoke of slower- 


jcent less nicotine, 
jand tobacco worlds 


contains 


” 


burning Camels 28 per 
the advertising 
sat back to 


watch a new battle of the giants 


lover a copy theme which never had 
been used before this year. 


| 


The Camel copy, placed through 
William Esty & Co., broke Tuesday 
in newspapers, and similar copy 
‘will shortly make its appearance in 
other media on the Camel list. 
Smashing headlines heralded the 


‘fact that “the smoke’s the thing,” 
lafter which came a review of the 


ithat Camel smoke contains 28 per | 


three features which have been 
played up in recent Camel copy— 
“extra mildness, extra coolness, 
extra flavor’—and the assertion 


cent less nicotine “than the average 
of the four other of the largest-sell- 


\ing cigarets tested—less than any of 


them — according to independent 


iscientific tests of the smoke itself.” 


| 


| 


| gives 


Emphasis on Smoke 


“When all is said 
copy went on, 


and done,” the 
“the thing in smok- 


ling is the smoke. 


“Your 
smoke 


taste tells you that the 
of slower-burning Camels 
you extra mildness, extra 
coolness, extra flavor. 

“Now science tells you 
important — and welcome - 
about Camel’s slower burning. 

“Less nicotine—in the smoke! 28 
per cent less nicotine than the aver- 
age of the other brands tested— 
in the smoke! Less than any of 
them—in the smoke! And it’s the 
smoke that reaches you.” 

To those who have been following 
recent cigaret advertising, Camel’s 
insistence on “the smoke” is under- 
standable. For when the word 
“nicotine,” taboo in cigaret advertis- 
ing for so many decades, first made 
its appearance last spring, it was in 
a Lucky Strike campaign which 
asserted that “Luckies’ finer to- 
baccos mean less nicotine!” “The 
average nicotine content of Luck- 


another 
fact 


ies,” said this copy, “for over two 
years, has been 12 per cent less than 


Be} 
ime : 


| the average of the four other lead- 
ing brands—less than any of them 


Luckies Quote Figures 


This sounds very much like the 
|language currently being used by 
Camels, the significant difference, 
|of course, being Luckies’ statement 
|about the nicotine content of the 
|cigaret and Camels’ insistence that 
lit’s the smoke that counts. 

Introductory Camel copy con- 
tained no precise figures on nico- 
tine content of smoke, but the ear- 
lier Lucky Strike copy made this 
statement: 

“From January, 1938, throug! 
March, 1940, Lucky Strike has had 
an average nicotine content of 2.02 
parts per hundred—averaging 9.82 
per cent less nicotine content than 
Brand A; 21.09 per cent less than 
Brand B; 15.48 per cent less than 
Brand C; 3.81 per cent less than 
Brand D.” 


Dr. Cawl to Address 


Chicago Adwomen 

Dr. Franklin R. Cawl, director of 
research and marketing for Farm 
Journal and Farmer’s Wife, wil! 
speak before the Women’s Adve! 
tising Club of Chicago Nov. 19. 

A survey made in representativ: 
agricultural areas and the place of 
the farm market in advertising and 
merchandising programs will b: 
discussed by Dr. Cawl. 


\clitiniaiainenii 
“Rural Gravure” Expands 


Rural Gravure, a syndicated rot 
|gravure section for weekly new 
}papers published at Madison, W! 
has invaded the Illinois field. 


Carrying MORE 
NATIONAL SPO! 
ADVERTISING than 
ALL other Baltimore 
stations COMBINED 
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- ‘= & ACH year the Phoenix Republic and Gazette 
~~" —s presents to the world a glorious issue— 
~~ Romantic-Progressive Arizona. This year it’s 

bigger and even more complete. Eighty thousand 

copies are just off the press—entirely sold out the 
day of issue! Many noteworthy facts for advertisers are 
revealed. For instance, Phoenix has marched ahead dur- 
ing the past decade with unprecedented gains in popula- 
tien. From 198th place, among the 200 leading cities of 
the United States, it has moved to the 146th spot. All Ari- 
zona indicates such a trend . .. more people, more families, 
with more spendable income now living in this gold nugget 
of western markets. So invite them to buy your products 
through the Republic and Gazette, or KTAR, key station 
of the Arizona Broadcasting Co. These mediums will take 


your messages WHERE SALES ARE BEING MADE! 


BOB HALL 
National Advertising Manager 


ARIZONA- 


DICK LEWIS. Genera! Manager 


«How It Grows ' 


“a AB Ceitate 
AND-GAZETTE +; = 


WILLIAMS, LAWRENCE & CRESMER CO 


Representatives 
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Eldridg Haynes, formerly with 
oe he Hill Publishing Company, 


PUBLISH MAGAZINE 


New York, will begin publication | 
in February of a manageme nt | 
magazine. No name has been an- 
nounced. 


Harwood F. Merrill has resigned | 
as managing editor of Forbes to | 


accept a similar post with the new 
magazine. Alvah B. Wheeler, _ 
merly a McGraw-Hill vice-pres 
dent, has been named odvatihaies | 
director. Offices are at 347 Madi- 
son avenue, New York. 


E. S. Barber Named V. P. 


Eldridge Haynes (left), publisher, and 


os Earle S. Barber, formerly sales 
Alvah B. Wheeler, advertising manager, manager of Jahn & Ollier Engrav- 
of new industrial monthly. ing Company, Chicago, has been 


appointed vice-president and sales 
manager of White House, Chicago 
printer and bookbinder. 


Magazines of 
new publishing 


Inc., a 
headed by 


Industry, 
house 


* Munson Shaw Heads 
Industry-Wide 
Liquor Association 


New York, Nov. 14—Organization 
of the new industry-wide liquor as- 
sociation was completed here yes- 
terday when Munson G. Shaw, 
chairman of the executive commit- 
tee of the National Association of 
Alcoholic Beverage Importers, was 
named permanent chairman of the 
Conference of Alcoholic Beverage 
Industries. 


Mr. Shaw, who heads the New 
| York importing firm which bears 
|his name, was named along with 
four other industry leaders. Felix 
|Goldsborough, president of the 
League of Distilled Spirits Rectifiers 
and of Rechords & Goldsborough, 
Baltimore, was elected vice-chair- 
man. Howard T. Jones, general 
counsel of the Distilled Spirits In- 
stitute, Washington, was chosen sec- 
retary-treasurer. 


Gen. Schwengel Chairman 


Appointed chairman of the ex- 
ecutive committee was Gen. Frank 
R. Schwengel, vice-president of 
Seagram-Distillers Corporation. 
Other committee members include 
Mr. Goldsborough and Joseph G. 
| Ringwait, president of the importers 
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ERE is the Norfolk everyone is talking about ....the 
hub of the nation’s most active area....the spot that stands 
out brightest on many sales charts. 


just another reminder, this is the same area - - - the 


. same active market - - - at which wise advertisers are direc- 


3 ting their messages thru these 


good newspapers 


association and of Garneau & Co., 
New York. 

Mr. Shaw declared the objectives 
of the new group include coopera- 
tion with federal and state govern- 
ments in enforcing liquor laws 
raising revenue and increasing em 
ployment. The conference seek 
also to “bring about a better under- 
standing of the economic impor 
tance of the industry,” he said. 


Will Strive for Unity 


The group will also strive fo 
unity in the entire industry. It i 
expected that associations repre 
senting wholesalers, retailers, tav 
ern keepers, wine producers anc 


|distributors will be brought int 
membership. 
At a meeting of the Distille: 


Spirits Institute, also held here thi 
week, it was voted to abolish th: 
position of executive director. Th: 
post has been vacant since Dr. Wes 
ley A. Sturges resigned his $36,000 
a-year job last June. Managemen 
of DSI will henceforth be in th: 
hands of the president and director: 
Owsley Brown, president of Brown 
Forman Distilling Company, Louis 
ville, has been president since th: 
organization was created in 1933. 

Dr. Sturges, a Yale law schoo 
professor, resigned amid an inter 
institute squabble which threatene: 
to wreck DSI. Schenley Product 
Company, largest contributor to th« 
DSI war chest, resigned from th: 
group and has not yet rejoined. Ef 
forts are being made, it is under 
stood, to get Schenley back int 
the association. 


E. D. Axton Resigns as 
Axton-Fisher Chairman 
The resignation of Edwin D 
Axton, 67, Skylight, Ky., as chai) 
man of the board of the Axton 
Fisher Tobace 
Company, Louis 
ville, Nov. ] 
marked the pas: 
ing of the last 
member of th: 
company’s orig 
nal ownersh}; 
and executiv« 
staff from acti 
connection wit 
the 5l-year-old 
cigaret manufac 
turing company 
He announced 
that his retire 
ment was due t 
la desire to “take a rest.” 
| Mr. Axton succeeded his broth« 
_Wood F. Axton, as president in 1955 
|}upon the latter’s death. He becam: 
|chairman of the board in 1939. H« 
|was a strong believer in consistent 
paauapa on a large scale. 


Edwin D. Axton 


‘G. F. Pierrot Returns 

‘ Ld ae 
to “American Boy 

George F. Pierrot, who resigned 
as managing editor of the America 
Boy in 1936 to devote his time t 
his World Adventure Series of lc: 
tures, has returned to the magazin 
as co-publisher with Elmer |! 
Grierson, and will be editor. 

Mr. Pierrot also has been elected 
president of the Sprague Public 
tions, Mr. Grierson continuing 
treasurer and becoming chairman 
the board. Franklin M. Reck wv 
continue as managing editor. 


Increasing!—the Non- 
Home Building Market 


T here’s an important mar- 
ket aside from homes — 
actually larger than the big 
residential market. Ask for 
details... 


SERVING 70.000 — 
- BUMLOING EXPERTS 


INDUSTRIAL PUBLICATIONS, I» 


Publishers also of BUILDING SUPP! 
NEWS and BSN Dealers’ Catalog—24th Y¢ 
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$0,000 WATTS - CLEAR CHANNEL 


KSTP’s 50,000 Watts have been nearly tripled 
by intensifying — directing — and concentrating 
them. The unique KSTP directive antenna array 
can be compared with a giant floodlight aiming 
its powerful beam where it will serve the best 
purpose — giving nighttime dominance of the 
great Twin City and northwest trade area — one 
of America’s “Big Ten” markets. The strategic 
location of KSTP’s modern transmitting plant, 
plus this remarkable antenna array focuses this 
intense power in populous areas far beyond what 
you expect — or pay for! This antenna produces a 
signal which could be broadcast from an ordi- 
nary antenna only with 133,500 Watts power! 

When you buy KSTP, you get Clear Channel 
protection — the dominant audience insured by 
our schedule of NBC Basic Red Network shows 
and top local programming — and power equiva 
lent to 133,500 Watts in this rich market. 

You get all this plus KSTP’s exclusive ' 
alyzed Promotion” at rates which give yo 


listeners at less cost. 


KST NBC BASIC RED NETWORK. 
MINNEAPOLIS + ST. PAUL’ 


EDWARD PETRY & CO., NATIONAL REPRESENTATIVES 
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This U. S. map illustrates pro- 
portionately the tremendous 
nighttime coverage of KSTP’s 


new directive antenna array 
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| an industry which is spending $100,- | ing the product. | Ehler restaurants, and others. Mr. 
Outdoor Experts | 000,000 annually for advertising and | Mr. Birsnir took the advertising | Henderson said that the success of Beverage Bottlers 
| getting a return of only one-sixth | fraternity to task on another score. | the Chicago cooperative campaign 
of this sum in net profit. | He said that when prohibition was|has resulted in the posters being 


Hear Straits of says Agencies Failed _"ePesled, he formed the Association |yseq in many other ees, though [FAG RECOFG Year: 


; ; ' ‘ hardly enough. He solicited the aid 
In 1914, Mr. Birsnir pointed out, | public relations program. Agencies | 55 the poster men in extending the 


~ poe Sheet PS aR, 
66 million barrels of beer were sold | were invited to make presentations | iP ; arn ae ati. A th 
Brewing Industry in the United States. In 1940, with|for the proposed campaign, but rte taiac tex Gaver Goan at ee nod er ne 
a much larger population, the total | their efforts were so unconvincing | 8 


“ ; |nominal cost. 
Chicago, Nov. 15.—The plight of | will be 52,000,000 barrels. The high | that the entire program was aban- | Cincinnati, Nov. 14.—The ma; 


the brewing industry presents anj|cost of the product is chiefly re-|doned. Mr. Birsnir said that at | Reaches Public in Motion |tude of the bottled beverage indus- 
urgent challenge to advertising, | sponsible for the decline, the brewer | least $1,000,000 annually should be try was brought home to the mem. 
H. M. Birsnir, president, Atlas | asserted. Beer now pays $6 a barrel | spent in cooperative beer advertis- | Mr. Stevens said that outdoor ad- bers of the American Bottlers of 
Brewing Company, told the Outdoor | tax, this sum representing more | ing in every important market. | vertising is the only medium which 


Carbonated Beverages Associaton 
meeting here this week by Paul PF, 
Glaser of Seattle, president of _¢ 
association, who asserted that d:r. 
ing the past year Americans drink 
between 13 and 15 billion half-pi ts 
of bottled beverages, compared w th 
a 1929 volume of approximately 12 
we) ea eS billion half-pints. 

, ; . : The industry is still looking f>r- 

ok et PNB, 7 any 


Advertising Association of America| than the cost of the product in the Success stories were related by | reaches the public when it is in mo- 
this morning during a “March of | golden era. Since beer is the fourth Alex Henderson for the Allied Flor-| tion and when its ; faculties are 
Buyers” presentation. While ad-/| largest revenue producing industry, | ists Association of Chicago; Jewell | sharpest. Mr. Baskin emphasized 
mitting that his own company has| Mr. Birsnir laid down the proposi-|F. Stevens, advertising agent for | the necessity of quality artwork 
done fairly well, Mr. Birsnir said|tion that perhaps the government | Bryant & Stratton Business College; | and reproduction if outdoor adver- 
that there is something wrong with|should assume the task of promot-|Salem N. Baskin for the Pixley & | tising is to accomplish its mission. 


ward to uninterrupted increases in 
sales, it is evident, sinee new high 
records of sales of bottling ma- 
chinery and supplies were rung up 
at the exposition, with one exhib ‘or 
alone asserting that his convention 
sales will total several hund’ed 
thousand dollars, and aggrer ite 
sales for all of the 200 exhibitors 
expected to pass the ~ $2,000.90 
mark. 


Consumption Up 109% 


Considerable discussion of advcr- 
tising, public relations and mer- 
chandising featured the convention 
with such speakers as Edwin B. 
George, economist for Dun & Brad- 
street, Bruce Barton, and Charles 
R. Hook, president of American 
Rolling Mill Company, discussing 
various aspects of these subjects 

“It’s a healthy thing for the con- 
sumer to have a choice between 
products, in automobiles, in hats, in 
food products, and in beverages. 
What difference does it make if 
three or 30 different manufacturers 
market and advertise a product that 
has many like characteristics?” Mr. 
Barton asked, 

In the past five years, Mr. Barton 
said, per capita consumption of car- 
bonated beverages has _ increased 
from 43 bottles to 90 bottles per 
year—“a gain almost unique in 
business history.” 


Peculiar Thinking 


“I. doubt whether there is a 
bottler or manufacturer in_ this 
room,” he continued, “who believes 
his business could survive long 
without advertising. And yet it 
amazes me sometimes the way in 
which business men talk about ad- 
vertising. They would not think of 
saying of their product, ‘Let’s 
change the formula and _=e save 
money.’ No; they say, ‘Are we sure 
the formula is the best possible 
formula we can possibly achieve?’ 
But when they come to advertising, 
some business men say, ‘With how 
little can we get by?’ What they 
ought to say is, ‘This is the most 
important of all our expenditures. 
Burn down our plant and we can 
rebuild it. Lose our bank balance 


Ur, . 
idven Mley » ites and we can borrow, but lose the 
; i oS. PR , , ‘ e 
pPorts 22Re yen He qs faith and favor of the public, and 
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our capital is sterile, our plants are 
SPORTS AFIELD is the winner in net-paid-circula- 


merely rust.’” 
tion among national sporting magazines selling for more 
than five cents. In America’s No. 1 brand conscious 


market SPORTS AFIELD pulls no punches for 
‘ SPORTS AFIELD advertisers. 


The power and the punch of SPORTS AFIELD is 
on the alert to do battle for your brand ... to carry 
your story to America’s sportsmen. . . in their 
own language. Guns, fishing tackle, clothes, ciga- 
rettes, liquor, automobiles, boats . . . with all these 


* q . . . sportsmen talk and buy in terms of brands. 
i. SPORTS AFIELD will make your brand part 
- 2 of the American sportsman’s language. 


) 


| PKAUFMANN & FABRY Glu! 
B25 s wasasn ave - CHICAmS 


| SPORTS /\FIELD 
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For National, Regional or City Coverage... 
Use Roto... the Class of the Mass Circulation 


IT's READERSHIP that determines the value of 
an advertising medium. Rotogravure's ability to 
attract a maximum number of potential reader- 
customers has been proved again and again by 
continued reader-tests conducted under the fa- 
mous Gallup method. These tests show that in 
newspaper reader traffic, Rotogravure is second 


only to page one in volume! 


In addition to providing more potential 
reader-customers, with Rotogravure advertising 
you can cover better than 50% of all the nation’s 
homes. Or, should your needs require only local 
promotion, Roto’s flexibility allows the use of its 
tremendous power to help you increase sales in 
selected cities or zones. Furthermore, in Roto- 


gravure sections your advertising gets ‘preferred 


Roto is Second Only 


_ to Page One 
in Women Readers 


mi, 


position’ regardless of the page it appears on 
because the interesting pictorial content of this 
effective yet economical medium sustains reader- 
traffic on every page. Include Rotogravure on 
your next advertising schedule and let its quality 
atmosphere put prestige and power into your 


selling messages. 


For more information, write Kimberly-Clark 
Corporation. We maintain a service, research 
and statistical department for the convenience 
of advertisers and publishers. There is no charge 


for our service. 


*Based on a continual analysis of reader traffic in 21 papers in 17 key cities. 


ect 


THE NATIONALLY-ACCEPTED ROTOGRAVURE PAPERS 


moO 


New York, 122 E. 42nd Street 
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uv. 
PAT. OFF 
Manufactured by 


Chicago, 8 S. Michigan Avenue 


ect 


REG. U.S. & CAN. 
PAT. OFF. 


KIMBERLY-CLARK CORPORATION - Established 1872 - NEENAH, WISCONSIN 


Les Angeles, 510 W. Sixth Street 
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It TAKES more than good copy and 
expensive artwork to make your direct 
mail advertising, booklets and catalogs 
attract maximum reader interest. It's 
the presentation that counts. Roto can 
give to your advertising the same eye- 
appeal of quality that attracts millions 
of readers weekly to newspaper Roto- 


gravure sections. This effective and 


ATTRACTIVE PRINTING 
MEANS MORE READERS — 
MORE READERS 

MEAN MORE SALES — 


economical method of printing has 
proved its power to get reader interest 
.. and this reader interest in your 
advertising is the plus that naturally 
tends to increase sales. Use Rotogravure, 
too, in your brochures, catalogs, cir- 
culars. See for yourself the rich ‘‘feel,"’ 
distinctiveness and punch Rotogravure 


gives to your selling messages... . You 


are invited to call in a Kimberly-Clark 


Rotogravure man for any advice you 
may need on Rotogravure printing. 
There is no charge for this service, 
which is available to you at each of 
our offices. 

If you prefer, write Kimberly-Clark 
Corporation for advice and samples of 


these famous Rotogravure papers: 


Remember, paper plays a vitally important part in the effectiveness of Rotogravure —choose it carefully! 


Compare the nationally -accepted Rotogravure papers made by Kimberly-Clark Corporation, listed 


above. They come in wanted weiqhts and sizes to suit your requirements, to meet your budget. 


Kimberly-Clark Corporation 


Established 1872 —Neenah, Wisconsin 


New York 
122 East 42nd Street 


Chicago 
8 South Michigan Avenue 


Los Angeles 
510 West Sixth Street 
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COAL GETS GLAMOR 


With “anthracite black” one of the pre- 
vailing colors this year, the Blum Store, 
Philadelphia, added glamor to this usu- 
ally unglamorous product by devoting 
nine window displays to the color, set 
up with a heap of Famous Reading an- 
thracite and its red trademark spots as 
a focal point. 


FDR Gets Better 
CAB Rating Than 
Wendell Willkie 


Release of Nets' Figures 
Confirm Estimates on 
Cost 


New York, Nov. 12.—Both Presi- 
dent Roosevelt and Wendell L. 
Willkie attracted relatively large 
audiences during the recent political 
campaign, it was reported here to- 
day by the Cooperative Analysis of 
Broadcasting. The President, whose 
addresses were usually aired over 
several networks whereas his op- 
ponent’s were generally confined to 
but one, attracted uniformly larger 
groups of listeners. 

President Roosevelt made four 
speeches during the final week of 
the campaign, three over two net- 
works and one over a single chain. 
His C. A. B. ratings varied between 
36.4 and 38.7. Willkie’s four talks 
in the same period, one of which 
was heard over all four networks 
and the other three confined to a 
single one, attained ratings ranging 
between 16.5 and 30.6. 

On the Saturday night before 
election, both candidates took to the 
air President Roosevelt’s speech 
from Cleveland, over the Red net- 
work of the National Broadcasting 
Company and the Columbia Broad- 
casting System, earned an audience 
rated at 37.1. Willkie’s talk, broad- 
cast from New York over all four 
networks at a later hour, received 
aC A. B. figure of 30.6. 


Only a Fraction 


ese speeches broadcast by the 
party candidates themselves 


du: ng the final week represent only 
1 l action of the political advertis- 
ing heard over the air during the 
las’ five weeks of the campaign. 
F figures furnished by the na- 
oral networks on political bill- 
ur confirm the ADVERTISING AGE 


ate that about half of the ap- 
pl mate $5,000,000 spent for po- 
it il advertising this fall went to 


combined total of election 
gi shared by NBC, CBS and Mu- 
t mounted to $1,781,174. Since 
the Republican and Democratic 


n nal committees used spot radio 

h ly, and many local groups | 

b t air time in many sections of 

t uuntry, the total is believed to 

; reached or exceeded $2,500,- 
| 


e Democrats spent $884,800 for 


he vork radio, compared with the 
G O. P. total of $851,100. Minor 
p es added another $45,274. 


Although the Democrats spent more 
than the Republicans, they received 
fewer hours of air time because ot 
larger networks and more evening 
time. 

Political radio billings were 
swelled this year by payments for 
talent costs on commercial shows 
forced off the air to make way for 
political oratory. A new rule was 
adopted earlier this year by which 
political parties were forced to pay 
the cost of sponsored programs 
which were not aired. 

An estimated 100 commercial net- 
work programs were affected by the 
barrage of election business. CBS 


is the only network thus far able 


to furnish accurate information on 
sponsored shows affected, but on 
that single network 53 


ADVERTISING AGE 


were curtailed or cancelled for one 
peech or another. All but a few of 
ihcse were hit by political broad- 
casts paid for by a _ variety of 
groups, the others being special 
events considered sufficiently im- 
portant to disrupt regular schedules. 

It is believed that NBC advertis- 
ers were affected to a similar de- 
gree, and sponsors of shows on 
Mutual to a lesser degree. In many 
cases, political broadcasts were 
aired in sustaining time, but ran 
overtime to disrupt the following 
commercial. 


Introduces Rotosho 


A new electric turntable, called 


| Rotosho, is being introduced by the 


General Die & Stamping Corpora- 


programs |tion, New York 


‘Playhouse’ Back 
on Air Nov. 22 
for Campbell 


New York, Nov. 13 Campbell 
Soup Company will return “Camp- 
bell’s Playhouse” to the air Nov. 22 


The program, presenting new play: 


which has been off the air since 
March 30, will be heard Friday 
from 9:30 to 10 p. m. over 37 sta- 


tions of the Columbia Broadcasting 


Mutual Broadcasting System. The 
new sponsors are L. R. Cooke Chev- 
rolet Company, Lexington, Ky., and 
Gillette Safety Razor Company, 
Akron, Ohio. He is heard from 7 to 
7:15 p. m 


Gulf Names Gile 

Gulf Oil Corporation has ap- 
pointed C. M. Gile general manager 
of refined oil sales and sales op- 
erations of Gulf’s entire marketing 
territory. He formerly was general 
manager of the Northern division. 


S\ 


IS 


’ 
\ 


Fulton Lewis, Jr., has 
sponsors, 
ihis daily news broadcasts over the 


tem. 


he 


Ward Wheelock Company - 
agency 
Lewis Adds Two 


Bob Strother, 


added two 


: ; with N. W. 
making a total of ten for 


formerly 
have 


troit 


Four to McCann-Erickson 


Bob 
Joseph Bracken and Leo Kennedy, 
Ayer & Son, 
joined McCann-Erickson, 


TUSK! TUSK! 
And a Cock-a-doodle 


You'd give the birdies the “bird,” too, if 
after you'd reached maturity—vyou some- 
times still heard the old “Coming Right 
Along” ditty. 

l’or—and the facts make it an open secret- 
TODAY NEWSWEEK IS ONE OF THE 
NATION’S FORCEFUL PUBLICATIONS! 


You'll quickly see why our “bird” is of the 
cock-a-doodle (or crowing) species from the 
following evidence: 


We're first among all general magazines in 
Magazine and Newspaper advertising for 
the 10 months (January—October) of 1940, 
according to P. 1. B. And if anyone should 
know the value of a publication for reaching 
top-notch, influential people—it’s pub 
lishers themselves. 


And—as evidence of NEWSWEEK’sS 
importance among America’s business and 
industrial leaders : 


For the 9 months of 1940 (latest figures 
available) American Business and Industry 
increased its advertising space in NEWSWEEK 
46‘¢, its appropriation 106°>, over the same 
period last year. Consequently, NEWSWEEK 
today ranks 3rd among all general maga- 
zines in Business and Industrial 
advertising (P. I. B.). 


Pachydermically speaking, 
we'd say that the more than 
400,000 far-above-auverage 
families who regularly read 


NEWSWEEK can add plenty of 
weight to your 1941 advertising 
campaign, too. 
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If you 


LINENS, CHINA, 


So convincingly has the Tribune den 


4 


onstrated its ability to produce crowc 
of buying women that Chicago de- 
partment stores, during 1939, placed 
66% of their newspaper advertisii { 


expenditures for linens, china an 
glassware in this one newspape’ 
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want to sell Ch 


WOMEN’S SHOES—61% 


_— 


Chicago retailers know the Tribune gets greater buying 
action from women. That's why Chicago department stores 


Se 
and specialty shops during 1939 placed in the Tribune 
61% of their total expenditures for advertising women's 
4 - ® shoes in Chicago newspapers. For greatest sales response 


follow the lead of Chicago's retail merchants! 


WOMEN’S CLOTHING—65% 


The Tribune has a powerful “way with women.” That's 
why, in 1939, Chicago retailers placed 65% of their 
newspaper appropriations for advertising women's cloth- 
ing in this one newspaper. If you have a product to sell to 
women in the Chicago market, do as Chicago retailers 
do... put the Tribune at the top of your list. 


vs GLASSWARE-96% 


Chicago retailers as a whole placed 


: ee 

52% of their women-appeal newspaper 
; advertising appropriations in the 
Chicago Tribune during 1939. To sell 


ore of your product, put the Tribune 


ut the top of your list. 


4 ee. 
5 2 i 
L0%. - ~~ rds 


TOTAL NET PAID CIRCULATION 


NOW IN EXCESS OF HOSIERY, CORSETS, BRASSIERES— 567% 
1,000,000 = Tribune has demonstrated that it sells more merchan- 

ise to women. As a result, Chicago department stores 

EVERY DAY OF THE WEEK last year placed in the Tribune 56% of their newspaper 


advertising budgets for hosiery, corsets and brassieres. 
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vertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
Trade Mark Registered in U. S. Patent Office 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago 
New York Office, 330 W. 42nd St. 
G. D. CRAIN, JR., President and Publisher 


Information 
for 
Advertisers 


| The following documents may } 
|secured without charge from con 
panies sponsoring them, or throu 
ADVERTISING AGE, by any nation 


| PROVING THAT PRIZES ARE REALLY AWARDED 


b 
+ 


....Tel. Del. 1337 | 
Tel. BRyant 9-6432 


S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary | advertiser or advertising agen 

REE eS Se a eS a executive writing on his busin 
Editorial Department | letterhead. 

S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, , 

A. P. MILLS, RICHARD B. ESPEY, FRANK HICKS, RALPH O. McGRAW, E. C. HALL m0. EVS6. IOS) Mocs Hate Pies. 


News |} 
issued this file folder of factual i 
formation showing how to rea 
more than 53,000 operating men 
the general industrial market. 


| Industrial Equipment 


and J. CORTADA, Associate Editors 


Advertising Department 
NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 


a Murphy. CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. 
or: SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Manager. No. 1721. How You Can Use Laur 
a y 9 Improved Photo-Offset 
: 2) LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. - . 
%,. ATLANTA: B. Frank Cook, Walton Bldg. In this new brochure, Laurel 
2 . Process Company outlines its f.- 
Me, MEMBER cilities and services, and illustra’ s 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers the speed, economy and Sexthil; y 
Association, Advertising Federation of America SS ee Oe, Sayre. 
: od ductions show many uses, from a 
simple, illustrated sales letter to tiie 
Vol. 11, No. 47 November 18, 1940 10 Cents a Copy, $2 a Year more complicated layout, including 


examples of color work and duo 


* tone. 
{ The Cost of Advertising 
eo |No. 1722. Why Should I? 
It has been shown repeatedly by |placed on the consumer, even | “Advertise in Our Sunday Visitor 
Pee studies made of consumer attitudes | assuming that the latter absorbed 


toward advertising that the average 
buyer of an advertised product of 
general consumption believes that 
the cost of advertising is a much 
bigger percentage of the total retail 
price than is actually the case. Con- 
sequently the facts about advertis- 
ing costs which are now being made 
available through the _ industry 
studies of the Federal Trade Com- 
mission are highly important and 
should be made use of by advertis- 
ing groups as part of their consumer 
education programs. 


| ss ° | 
|advertising costs, is extremely small. | 
Those who decry advertising on | 


the ground that it is an economic 
waste which the consumer should 
not be required to shoulder appar- 
‘ently disregard the fact that adver- 
|tising takes the place of other dis- 
|tribution and sales expenses which 
| would be materially larger without 
the consumer acceptance and in 
| some cases automatic demand which 
jis created by advertising. Both the 
manufacturer and the retailer trans- 
ifer to advertising the load other- 


~ =e 


oT 
ew 


e s. Inc 
O28 SE Eo 


——Chicago Times. 
"Hereafter, pay attention to OUR targets—this radio says you hit the bulls-eye 
in a Coney Island shooting gallery and they're sending us a teddy bear!" 


Ad-libbing 


Praise Be to Psychiana 
Psychiana is an Idaho religious 
corporation operated not for profit 


ing a total of $75,000 for his course. 
And if $75,000 isn’t appreciation we 
don’t know the meaning of the 
word. 


In the case of cigarets, for exam-| wise carried by direct sales effort. 
ple, a product to which the aver-| Hence it is certain that 1939 sales 


iby the energetic Frank B. Robinson, 
|whose doings have been previously 


age consumer ascribes unusually |expense, other than advertising, 
high advertising expenses, usually | reported for the six tobacco compa- 
around five cents a pack, the FTC |nies referred to would have been | 
figures showed that in 1939 there |far greater than the $25,873,000 | 
was an advertising expense for the |actually recorded if personal sales | 
six leading manufacturers of $51,- ‘effort had not been supported by 
900,000 against net sales of $1,047,- —_ advertising expenditures of | 
391,000. This means that advertis- | those companies. 
ing was 4.96 per cent of net sales, Consumers are keenly interested 
or in the case of the consumer who |in the economics of advertising and | 
buys one package of cigarets, the | distribution, and one of the reasons 
advertising load on that item is | why the consumer movement has 
about three-fourths of a cent. |gained ground is the belief on the 

The FTC is bringing out similar|part of important sections of the 


|the world has been written by Mr. 


reported in this publication. The 
corporation dispenses, via the mails, 
“a strange mystical force which 
brings to men and women all the 
powers of a god.” Most of the copy 
seen in its advertising throughout 


Robinson himself. A current news- 
paper insertion, reproduced on Page 
17, appears in full page size, in 
contrast to the smaller space pre- 
viously favored by Mr. Robinson, 
and includes more testimonial copy 
than usual. One of the letters is 
from Geoffrey Birley, a millionaire 
cotton importer of Egypt, who 


The Passing of an Era 

There is nothing unusual in this 
advertisement but its appearance 
over the name of Marshall Field & 
Co. somehow seems to be one of 


MARSHALL FIELD 
& COMPANY 


‘and The Register” finishes the ques- 
‘tion of the title, and the pages of 
‘this brochure offer numerous rea- 
|sons. The papers’ editorial appeal 
and reader response are discussed, 
and information is provided con- 
|cerning the number of readers, 
|where they are, and their buying 
‘ability. Rate and circulation data 
|are included, as well as some ad- 
vertisers’ success stories. 


No. 1680. More Circulation for the 
Same Money in Poster Adver- 
tising This Winter. 

Some interesting charts are in- 
cluded in this brochure which has 
been issued by Outdoor Advertising 
Incorporated, showing the seasonal 
variation in income, movie attend- 
ance, hotel occupancy, gasoline con- 
sumption and other factors tending 
to bring more people out of doors 
in the winter months. The story 
deals with the increase in the num- 
|ber of panels by the majority of the 
industry during the winter months. 


No. 1724. Newsweek’s 
and Notes on Linage. 
Newsweek has issued these two 
brochures, the first being a report 
on a new Hooper-Holmes study of 


Audience 


figures for other industries, the|public that substantial wastes, in- aman Newsweek's readers. It covers their 

result of which will undoubtedly | cluding advertising, are included | “No in of Gee ae etd eae are a by 

. . . ls . . « « _ a =  wll- 

emphasize a fact which is well|in the cost of moving products from | quately express the glorious thrill | rtm aah proce Fe peace il 
maker to : a é F ship 


known in business, but not at all user. Hence greater 
well known to the public, that the | familiarity with the facts should at 
unit cost of advertising is a negli- | least dispose of the bogey-man of 
gible item. While the total expen-|excessive advertising costs which 
ditures for certain products are|has been raised from time to time 
large, they are spread over such | by critics of business and advertis- 


large volumes that the burden | ing. 


lesson 4 gave me. I stayed up till 
1 o’clock this morning reading it. | 
The story of the creation and fall | 
of man, as unfolded by you, is one 
of the most marvelous revelations I 
shall ever experience. The thought 
of being able to actually speak to| 
the Living God, the Mighty Life- | 


Spirit, fairly took my breath ag eal 


and magazine readership. The sec- 
ond brochure provides a record of 
the publication’s linage progress in 
major advertising classifications 


No. 1725. The Tri-Cities—a Pre- 
paredness Market. 

The Davenport - Moline - Rock 
Island market is mapped and an- 


MY M4 . as you said it wo 0, is im- 
“a Selling Business to the Public mole ply Bg pli wee | Some is Se Gow soaaer — we 
If business cared to draw any|/will be regarded as a friend rather on of eed _ wonderful | frees "a iolaae oan fv “a 
j direct implications from the recent|than an exploiter requiring to be ae possibly thank nd activity of the area, due to the huge 
7 national election, one of the most constantly curbed by government. | It is interesting to note, however, | defense program at the Rock Island 
important would be that the public| The kind of government we have that Mr. Birley did do rather well | Arsenal, with consequent in e 
ve is not as well sold on the services| necessarily reflects the desires of | after all in expressing his thanks. In of employes, payrolls and buil«ing 
% ‘ which it is receiving from business | the people who sustain its policies | Apvertistinc AcE, June 27, 1938, Mr. No. 1708. Semi-A LR 
i, i as those which it is receiving from | at the polls. Birley was revealed as being among ag . te ; dane - , 
: government. Disregarding the for-| How best to carry on educational | the 2,852 people who responded to | in this bulletin, which %s a 
7 eign situation, which undoubtedly| work of this kind is a problem Mr. Robinson's first advertisement. | —— ee sgh - 
. played a major role in the result,| which many advertising men, as “Among those replying,” it was|many things appearing these days at o~ ee ae we 
business can assume that a large|Well as other business executives, reported then, “was one Geoffrey | that mark the passing of an era. i Ss on be yonyrnad on ag 
art of its tack of selling ite nolicies|are studying and discussing. It | Birley, an English cotton importer, | Marshall Field, Sr., one recalls, was | “" ee es the extra bene xs 
| Pane SS NS CASE CS UNS WS POEs ; , ae who sent his picture. In a dream|a most venerable gentleman whose |SUbscribers through the pub © 
: to the rank and file of workers and a to us that without discount- | that night, Robinson thought he saw | integrity and energy gave his store |tion’s change to magazine fo: 2! 
| consumers is still to be done. ing the value of general publicity | Birley making mystic motions over | international fame. But Mr. Field | January 1, and reveals the av ‘ed 
Progress has been made in that | 0? a national scale, the task is|a corpse, explaining, ‘This is Psy-|was conservative. The curtains to interest shown by increased « ” 
| direction, without doubt: but a real- | °5Se™tially a local and individual |chiana, the power that will bring|the store’s great display windows | ‘ation and newsstand sales. 
istic view of the situation should |job. In other words, every indus- inew life to a spiritually dead |were always drawn on Sunday. Ad- 


try, every community, every news- | 
. | paper, and every advertising club | 
ness that the education of the publi “2 

public | should be concerned not merely | 


on the fundamental elements in- |with the broad aspects of the prob- 
volved in the conduct of competi- |jem, but with the task of informing | 
tive enterprise should be continued, 


everybody in its community about | 
so that business, the servant of the | home-town business and how it | 
public and the supplier of its needs, | operates. 


convince the management of busi- 


world.’ ” 

The very next day Mr. Robinson | 
adopted the name Psychiana for his | 
organization and wrote Mr. Birley | 
as follows: “You are to be associ- 
ated with me in this business. | 
Please send $40,000.” 

Mr. Birley did. Later, he for- 


warded an additional $35,000, mak- 


vertising copy was conservative. 


And this photograph, in Mr. Field’s | 


eyes, would never have been termed 
conservative, we feel certain. But 
there you are. 

At least Mr. Field might find some 
balm, were he here today, in dis- 
covering that the lady does have a 
leg to stand on. 


No. 1687. A Farm & Ranch S 


In this booklet Farm & R 
dissects advertising and sellin 
the Southwest market in towr 
less than 20,000 under the eng@ 
ititle of “The Traveling Sales 
and the Farmer’s Daughter.” 
points up to the importance of f 
advertising and Farm & Ranch 
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Wholesalers to 
Aid Government 
in Price Fights 


Inevitability of Rising 
Prices Emphasized at 
Defense Meet 


Washington, D. C., Nov. 13.—A 
wholesaling trade committee of nine 
members to study prices, advise on 
curbing price increases and to seek 
out warehouse and storage 
was appointed by a conference of 
wholesalers held here’ yesterday. 
The conference was called by Har- 
riet Elliott, consumer member of 
the National Defense Commission, 
to give special attention to the areas 
of “price problems and warehousing 
and storage shortage,” in anticipa- 
tion of a long-time defense pro- 
gram. In attendance were 125 
agents of associations representing 
thirteen industries, and various fed- 
eral economists. 

The Wholesaling Trade’s Commit- 
tee, to set up a plan for carrying out 
the purpose of the conference, 
scheduled a_ session today. The 
members of the committee were 
charged by the conference not to 
represent any special associations or 


space 


specialized fields but the entire 
wholesale industry 
Following an address by Miss 


Elliott and another by Dr. Theodore 
N. Beckman, professor of business 
organization at Ohio State Univer- 
sity, a resolution was adopted 
pledging cooperation to the govern- 
ment and to the Advisory Commis- 
sion “in its program of total de- 
fense.”’ 


Need for Low Prices 


The resolution put the whole- 
salers on record as recognizing “the 
need for the maintenance of as low 
consumer price levels as are con- 
ducive to a steady flow of consumer 
goods,” and as pledging cooperation 
to “the Council of National Defense 
to discourage any unwarranted 
wholesale advances” and to “dis- 
courage excessive inventories which 
might adversely affect consumer 
and national defense needs.” 

Miss Elliott told the wholesalers 
that it was their responsibility to 
“watch cost and profit margins to 
avoid unwarranted increases and a 
skyrocketing rise in prices.” She 
urged that the shelves of the con- 
sumer not be left bare. “Goods 
must be kept moving into civilian 
as well as military channels for 
ultimate consumption,” she de- 
clared. 

Dr. Beckman advised that “many 
more billions” are to be spent on 
defense and that the nation must 
be prepared for price increases and 
future shortages of goods. As the 


defense program gains momentum, 
he said, “shortag-s will develops a 
seller’s market w.il prevail and 
prices will be mov.ng forward.” 

He assured the wholesalers that 
“national defense will increase the 
demand for armaments and arma- 


ment producing equipment and as | 


the ranks of the unemployed are 
depleted and wages rise, the effec- 
tive demand for consumer goods 
will be stimulated and prices will 
again tend to rise.” 


Sces Speculative Excesses 


The situation, he said, would lead 
to the “strong possibility of specu- 
lative excesses, of advance buying 
on a larger scale than warranted, 
of over-loading of customers, of 
wholesale prices skyrocketing, and 
of serious dislocations in the whole- 
saling structure. Some of these 
dangers can be avoided and others 
minimized by a proper and effective 
cooperation between the wholesal- 
ing industry on the one hand and 
the government on the other. 


“One of them is to make adequate 
supply of goods available, and the 
other is to contribute to price 
sanity,” he said. “I believe that the 
wholesaling industry can contribute 
substantially to an orderly and 
justifiable price movement.” 

Dr. Beckman, however, did not 
see a bright future for the pocket- 
book of “Johnny Q. Public.” “Let 
me state at this point categorically,” 
he said, “that price boosts must be 

xpected; they are inevitable. So 


-oon as demand begins to exceed the | 


available supply of consumer goods, 
prices are bound to rise. Higher 
taxes and increased labor costs will 
contribute to the same end.” 

He concluded by urging as an aid 
to defense that the wholesaling in- 
dustry avoid speculation, discourage 
“buy now and buy more” selling 
methods and not make price in- 
creases unrelated to cost. 

Closed sessions were held during 
the afternoon and evening today by 
the wholesalers’ group, with the 


‘afternoon devoted to a panel dis- 


cussion of warehousing and storage 
land the evening to a discussion of 
wholesale price policies in consumer 
goods in relation to national de- 
fense. 


Perkins Drug Company, 


Grand 
|Rapids, Mich.; Robert M. Adair, 


Jones-Witter & Co., Columbus, O.. 


Arthur May, May Hardware Com 


pany, Washington, D. C.; Gordc 


Of particular point in the ware-| Johnson, Auto Spring and Bearin 


housing session was the discussion 
of buying habits in relation to 
storage facilities. Among specific 
topics was whether hand-to-mouth 
| buying of recent years has led to 
la reduction of warehouse facilities 
'of wholesale grocers. 


| Price problems’ on __ schedule | 
jduring the evening included the 
|broker’s role in price stability, 


wholesale meat prices as affected 
by defense, and a similar approach 
in the fields of dry goods, the drug 
trade, and the tire industry and 
other rubber goods. 

The members of the Wholesaling 
|Trade’s Advisory Committee in- 
clude: William H. Tyler, Tyler and 
Simpson Company, Fort Worth, 
Tex.; John R. Baldwin, Baldwin 
|Paper Market Company, St. Louis; 
‘Lee Wilson Hutchins, Hazel-Tine- 


|Company, Roanoke, Va.; Charles | 
Engstrom, C. L. Engstrom Compan; 
| Peoria, Ill.; L. J. Schumaker, Ameri 


can Cone and Pretzel Compan; 
Philadelphia, Pa., and A. J. Cam, 
bell, A. J. Campbell Compan 
Charlotte, N. C. 

At a subsequent meeting t! 
‘group named Mr. Tyler chairm: 
and Thomas A. Fernley, Jr., N 
\tional Wholesale Hardware Associ 
tion, Philadelphia, as secretary. 

Associations having agents 
attendance at the conference rep) 
isented thirteen different industr 
|including: automotive, coal distri 
|utors, drug and surgical, dry goo: 
textiles and shoes, electrical a 
radio associations, food and relat 
products, hardware, plumbing a: 
heating associations, importe 
jewelry and optical groups, etc. 


(Advertisement) 
The NBC-Blue Network 
—Radio’s General Store 
A Versatile Sales Medium 


In a sense, the Blue Network is 
the general store of the air. The 
Blue’s economical yet highly effec- 
tive coverage, has attracted adver- 
tisers whose products range all the 
way from low to high cost-per-unit 
items 

At the present time, 45 product- 
programs are running on the Blue 
If the national Blue advertisers 
were to display these items and 
services in a single shop, here is 
what you would see. 

14 drug items 

9 soap and cosmetic items 
6 food products 
6 household items 

1 beverage 

1 brand of candy 

1 leading brand of cigarets 

1 make of automobiles 
2 brands of gas and oil 

1 nationally-known brand of men’s 

hats 

1 banking-loan service 

1 educational service 

1 travel service 

All of which is another way of 
pointing up the NBC-Blue Net- 
work's versatility as a sales medium 
for items in every price range, ap- 
pealing to all classes of consumer- 
listeners 


34 Bolts from the 


Blue...each one a 


boon to listeners, a bonus to advertisers 


Regardless of the excellence of its programs, 
no network is stronger than its stations, no 
stationstrongerthanthe “signal” itdelivers. 


The Blue Network of NBC doesn’t forget 
its responsibility to listeners to deliver its 
whole varied list of programs with the high- 
est possible technical excellence. That is 
why you constantly receive reports on new 
stations, new equipment, increases in power 
on the Blue. Typical of this continual prog- 
ress are the 34 improvements listed below. 


Kach one means a definite and concrete 
addition to the audiences of Blue Net work 
programs, an important bonus to Blue 
advertisers. 


Watch for the announcement of a group of 
important new stations soon to be added to 
the Blue, to bring a whole new sales territory 
of fast-growing sales value within range of 
Blue Network programs. 


34 Blue Improvements since June Ist 


New Blue Florida Group Added 
WIE Jacksonville WKAT Miami Beach 
WMEJ Daytona Beach WIMC Ocala 
WLOF Orlando WSUN Tampa- 

St. Petersburg 

Other Stations Added 

or Scheduled for Immediate Addition 

KOME Tulsa KXOK St. Louis 

WCBS Springfield, Hl KFRU Columbia, Mo. 

WAKR Akron WRKIP Poughkeepsie 

KOH Reno, Nev. WGRM Greenwood, Miss. 

KEBC Chevenne WSLI Jackson, Miss. 


( Jompleted Transmitter Improvements 


KERN. Bakersfield California. Increased power 
from 100 watts to 1000 watts. New transmitter. 


WRNL, Richmond (1000 watts 880 ke.) was 
substituted for the previous outlet, which oper- 
ated at lower power on a less favorable fre- 
queney. 

WSGN, Birmingham. Increased its power to 
250 watts. 

WBZ, Boston, began operation with new an- 
tenna and new transmitter on new site at Hull, 
Massachusetts, giving direct salt water cover- 
age to the Boston market. 

Other Improvements Now Being Made 
KOB, Albuquerque. Increases power to 50,000 
watts, giving Blue Network excellent clear- 
channel coverage of the Mountain area. New 


building, new transmitter, new antenna. 


The BLUE NETWORK OF NBC 


Sales thru the air with the greatest of ease 


WELL, Battle Creek. Increases power from 
100 watts to 250 watts. 
WHRK, Cleveland, Ohio. Increases night power 
to 5000 watts, and also installs directional 
antenna. 
WKAT, Miami Beach. Increases power from 
250 watts to 1000 watts and changes frequency 
from 1500 to 1830 ke. New location, new trans- 
mitter. 
KFSD, San Diego. Increases power to 5000 
watts. New transmitter, new site, new antenna. 
KSCJ, Sioux City. Increases night power to 
5000 watts and installs directional antenna. 
WMAL, Washington. Increases power to 5000 
watts. New location, new transmitter, new di- 
rectional antenna. 
Further Improvements For Which 
Authority Has Now Been Granted 
WBAL, Baltimore—To use 50,000 watts. 
WAYZ, Detroit+-To use 5000 watts night. 
WEDF, Flint—To use 1000 watts and change 
frequency to 880 ke. 
K TMS, Santa Barbara 
KECA, Los Angeles 
WEAN, Providence 
WDSU, New Orleans 


To use 1000 watts. 

To use 5000 watts night. 
To use 5000 watts night. 
To use 5000 watts night. 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 
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ADVERTISING AGE 


Advertising Must 
Sell Whole Field, 
Utilities Told 


Discussion of Appliance 
Selling Marks State 
Meeting 


Milwaukee, Wis., Nov. 13.—Dr. G. 
Allison of the Edison Electric 
stitute, Modern Kitchen Bureau, 
addressing the electric section 
mnvention of the Wisconsin Utili- 
es Association here yesterday de- 
cared that advertising and selling 
benefits the customer as well as 
other interested people. 
Dr. Allison pointed to products 
once widely advertised, such as 
Sinco cigars, which have since prac- 


tically disappeared from the market 
because of lack of continued adver- 
tising and selling on the part of 
their manufacturers. 

“Advertising and selling must not 
be discontinued, but it is necessary 
to change the advertising and sales 
approach and application,” Dr. Alli- 
son explained. “Highly competitive 
advertising and selling confuses the 
public’s mind, retards buying deci- 
sions and makes shoppers out of the 
American public.” 

In place of highly competitive ad- 
vertising, Dr. Allison suggested an 
advertising and selling pregram de- 
signed to be cooperative and coordi- 
nated. “This type of advertising 
increases volume and sells an indus- 
try to the American public,” he said, 
offering as proof for this statement 
the automobile industry. “There is 
no highly competitive or destructive 
statement in any automobile adver- 
tising,” he declared. 

As a result of this kind of adver- 
tising, the attitude of the American 
public toward the automobile indus- 


try is that “any car you buy today 
is worth the dough you pay for it,” 
Dr. Allison said. 

“The big thing for us 
is this: the automobile industry 
sells each year to the American 
pubiic more than three million cars 
at an average price of better than 
$890 per car,” he went on. “The 
volume of business in ccmparison to 
cur appliance business should make 
us stop and do some rather serious 
thinking. I don’t think we should 
brag if we sell fourteen vacuum 
cleaners. 

“The national program of the 
E.E.1. fits in perfectly with the idea 
of cooperative and coordinated ad- 
vertising campaigns. The Modern 
Kitchen Bureau, Better Licht—Bet- 
ter Sight and all such activities fur- 
nish the vehicle and the machinery 
through which cooperative, coordi- 
nated advertising can be promoted.” 


to consider 


Leo T. Crowley, president, Stand- 
ard Gas & Electric Company, New 
York, told the convention Monday 
that cooperation between the banks 


and the government had brought 
much good and little hardship or 
loss, and that there is no reason 
to suppose the same results won't 
be effected in the utility field. 


Need for Change Apparent 


“To my mind it is essential at the 
outset to recognize two things about 
governmental supervision of busi- 
ness enterprises such as utilities and 
banks,” Mr. Crowley said. “In the 
first place, government has a clear 
and definite responsibility to protect 
the public from the dissipation of 
its wealth by corporations whose 
existence government sanctions 
when it issues a certificate of con- 
venience and need. Secondly, the 
extent of supervision by govern- 
ment always has depended upon the 
degree to which management itself 
recognized and regarded the public 
interest.” 

Concerning the need for reforms 
in the utility industry, Mr. Crowley 
had the following to say: “The need 
for extensive reform of organization 
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and practice in the utility industry, 
I take it, no one denies. We are 
generally agreed that such practices 
as the arbitrary write-up over capi- 
talization, skimping on depreciation 
and otherwise using improper ac- 
counting methods can no longer be 
tolerated. It is likewise evident that 
the day of pyramiding corporate 
structures, extortionate service, 
management, and construction con- 
tracts with subsidiaries, and unjus- 
tifiable inequalities in the distribu- 
tion of voting control is drawing 
to an end. Our differences, as I see 
it, are not with the subject matter 
of reform, but rather with the man- 
ner and the extent of its achieve- 
ment.” 

A. P. Gale, executive vice-presi- 
dent of the Madison Gas & Electric 
Company, Madison, Wis., declared 
that the dealer and company com- 
bination in the sale of appliances, 
each one selling his own line in his 
own way, works best for all con- 
cerned. 


Suggests Possible Withdrawal 


“It has been demonstrated num- 
|berless times that neither one pros- 
pers when the other is inactive. I 
|}would therefore not wish what I 
|have said to be construed as a rec- 
}ommendation that utility companies 
at this time discontinue the sale of 
appliances I make no such rec- 
ommendation However, I do be- 
lieve that we would do well to give 
consideration to retiring from lines 
that have full customer acceptance, 
provided dealers in that community 
will furnish sufficient volume in 
those lines to build the company’s 
load fast enough.” 


Elect Oves President of 


Pacific Northwest Group 


W. G. Oves, Spokane, Wash., has 
been elected president of the Pa- 
cific Northwest Publicity and Tour- 
ist Association. The 1941 meeting 
will be held at Spokane. 

The association plans to have dis- 
plays at travel shows at Chicago, 
Detroit, Minneapolis and Cincin- 
nati 


Forms Argus, Inc., as 
Sales Organization 


International Industries, Inc., Ann 
Arbor, Mich., has formed Argus, 
|Ine., as a sales organization to fa- 
cilitate distribution of cameras and 
photographie products. The Inter- 
national Research Corporation, a 
subsidiary which formerly included 
sales, will continue as the engineer- 
ing and experimental branch of the 
company. 


Walker Named V. P. 


Gordon R. Walker has been 
named vice-president and _= sales 
manager of the Walker Manufac- 
turing Company, Racine, Wis., suc- 
ceeding Malcolm McCormick, re- 
signed. 


Bristol Retains Hope 


Gloria Bristol, Ltd., New York, 
has retained Constance Hope Asso- 
ciliates, New York, to conduct a na- 
tional campaign for the Gloria Bris- 
tol cosmetics. Special emphasis will 
be placed on New York. 


(Advertise 
NEC Blue Stresses 
“Balanced” Program Schedules 


The “balanced” diet of radio fare 
now on the Blue Networks has ap- 
peal for every type of listener. 

Top-notch commentators of such 
different styles as Lowell Thomas, 
Walter Winchell and John B. Ken- 
nedy bring the news. 

Musical shows range from the 
Metropolitan Opera’s high C’s and 
Toscanini’s Symphonics to the 
Chamber Music Society of Lower 
Basin Street. 

Drama is superbly covered by 
NBC’s Great Plays series, and such 
popular daily serials as The Parker 
Family, John’s Other Wife, Amanda 
of Honeymoon Lane and Linda 
Dale. 

Information and public affairs are 
well represented by NBC’s National 
Farm and Home Hour, Town Hall 
Meetings and the new, highly di- 
verting Quiz Kids 

So it goes for 
grams in the 


ment) 


many other pro- 
fields of religion, 
sports, education and special events. 
That’s why a show on the Blue 
means a receptive, responsive audi- 
ence right from the start 
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DAGWOOD GETS A LAUGH OFF STAGE 


Pontiac Dealers Push 
Winter Conditioning 


A two-month, four-piece mailing | 
campaign, covering both lubricant | 
change-over and winter tuneup, | 
comprising more than _ 1,500,000 
pieces, is the most popular feature 
of the direct mail campaign for 
winter conditioning being used by | 
Pontiac dealers. 

“These multiple mailings are 
proving much more effective than 
single mailings used in the past,” 
according to L. K. Marshall, Pontiac 
general service manager. 


Defense Group 
Studies Problems 
of Small Business 


Washington, D. C., Nov. 13.—A 
conference was held here this week 
to discuss steps to bring smaller 
|business units into the defense pro- 
|gram more effectively, under the 
|direction of Donald Nelson, director 
‘of small business activities for the 
|'Defense Commission. Representa- 
tives of the Federal Reserve Board, 
Laughing at a quip in the “Blondie” script are, left to right, William E. Forbes, the Federal Reserve banks and 
CBS network sales service manager in Hollywood; William Moore, Hollywood branches, and Army and Navy pro- 
manager for Wm. Esty & Co.; Arthur Lake, who plays Dagwood; and Richard curement officers met to devise 
Marvin, radio director for Esty. “Blondie” is heard over 60 CBS stations for | means of facilitating this participa- 


R. J. Reynelds Tobscee Compony. |tion of small businesses in defense 
| activities. 
McCrady to Thompson Lane, Benson, McClure | After the conference it was an- 
P Cri oO hief o ‘nounced that an officer had been 
Ad-Cratt Names “Reps” Me amg Fagg A ro toe Adds Four os .. |designated in each of the Federal 
Ad-Craft, Inc., St. Louis, exhibit | two years, has joined the copy staff edge Pre ~ wo : Pruitt | Reserve Banks and branches to 
and display service, has appointed |of J. Walter Thompson Company. United rere rap stl ‘i .|“handle all problems relating to 
Finney-Brown and Associates, Cin- iment | Otice machine Company ane _ |field and technical activities of the 
cinnati, as exclusive sales represen- : Chicago Musical Instruments Com- | — all b sinees entererias * as & 
tative in southwestern Ohio, south- Appoints John H. Stark pany have appointed Lane, Benson, coma ype sng _ on » §SO wd : 
ern Indiana and Kentucky, and the| John H. Stark has been promoted McClure, Inc., Chicago agency, to — ute any 1oans a are siete 
Manncraft Advertising ‘Company,|to sales manager of the Ewing-Von | handle their advertising. __ |sary and thus prevent any general 
Kansas City, as representative there.| Allmen Dairy Company, Louisville, J. Joseph Furth, formerly with breakdown in national defense pro- 
Chicago and Detroit offices are|a branch of the National Dairy|the J. L. Stewart Agency, Chicago, |duction. These representatives will 
planned. Products Corporation. has joined Lane, Benson, McClure. | familiarize local banks with proce- 
dure regarding government con- 
cal aitaaaal <i , — , PRER & PETERC cERVICE |ttacts and encourage agencies to 
PRESENTING THE MEN WHO MAKE FREE & PETERS SERVICE |2cts ane Gncoutage eens a 


Buchanan to Weis 


Carl L. Buchanan, sales promo- | 
tion manager for 11 years with the 
Associated Gas and Electric System | 
at Ithaca, N. Y., and with Rural 
Surveys, Inc., Ithaca, has been 
appointed sales promotion manager 
of the Henry Weis Mfg. Company, 
Elkhart, Ind., maker of cabinet 
showers and metal partitions. 


NINTH OF A SERIES 


tion that borrowers obtain contracts 
under the defense program. 

The method by which contracts 
may be assigned to provide col- 
lateral for loans will be explained 
to the local banks by these officers 
in the Reserve banks. Defense offi- 
cials believe that these officials will 
be able to report, from time to time, 
on the availability and capacity of 
small business units. 

Mr. Nelson stated that he hoped 
small business men would regard 
him as their “friend in court,” but 


Manacer, ATLANTA OFFICE 

Four years, Mercersburg 
Academy 

Four years, Kenyon College 

Two years, Advertising De- 
partment, Procter & Gamble 

Three years, producing radio 
shows in Los Angeles, 
Hollywood and New York 

Four years, in station repre- 
sentation 

Free & Peters since Septem- 
ber, 1939 


that his program was the “coming 
millenium for small business.” He 
stated that his chief concern was 
how to tap unused sub-contract 


contractors to take their place 
around prime _ contractors. The 
Army and Navy have let over eight 
|billion dollars in contracts and the 
Defense Commission wants to make 
sure that the smaller units will be 
able to supply their share of the 
program, he said. 

Army and Navy officials described 
industrial planning activities and 
representatives of the Defense Com- 
mission outlined various procedures 
regarding contracts, during the 
meeting. 

Ernest 


Curtain up. 
Enter— 


Draper of the 


| Reserve Board will represent the 
Board in connection with the expe- 
A M |; \ A )) I diting of loans. 
é . aioe 


| New WEAF Transmitter 
ee Dedicated by Trammell 


In all the field of radio-station representation, perhaps the rarest 


that he did not wish anyone to think | 


facilities and to create new sub- | 


Federal | 


Los Angeles Independent 
Druggists Organize 

Independent druggists of Los 
Angeles have organized the Asso- 
ciated Druggists Corporation, Inc. 
the group taking its first space i; 
the Los Angeles Evening Heral; 
and Express Nov. 8, using a ful! 
page to announce its aims and 
advertise its products. 

Similar ads are planned eac! 
week, according to H. M. Satterfield 
organizer, who said one of the pu 
poses of the organization is to com 
pete with chain stores. 


Siebert Names Snow 


O. W. Siebert Company, Gardn« 
Mass., maker of baby carriages, d: 
carriages, children’s cycles az 
velocipedes, has appointed C: 
Snow, Inc., Boston, to handle 
advertising. Business papers ar 
direct mail will be used. 


Schenley Appoints 


Schenley Distillers Corporati 
New York, has appointed Brown 
Thomas, New York, as agency { 
Ancient Age straight rye and bou 
bon whiskies. 


Shield on Fawcett Covers 


A red, white and blue shie! 
with scroll reading “Be An Ame: 
can,” is now being printed on t! 
cover of each of the 14 month! 
publications of Fawcett Publica- 
tions, New York. 


Mt than 25,000 firms 
use packaging materials 


and machinery of some kind 


than 10,000 of them 
buy 75% of all packaging ma- 
terials and machinery sold! 
THE TOP 10,c00 


After months of research, PAUh 
AGING PARADE has located most 
of these prime buyers, has qualified 
them and added their names t t 
circulation lists. Almost 4,000 new 
names were added as a result 
this study. 


6,500 EXCLUSIVE READERS 


Of the 10,000 qualified buyers 1 
making up the PACKAGING PA 
RADE audience, MORE THAN 65 
DO NOT REGULARLY RECEIVE 
ANY OTHER PACKAGING PU! 
LICATION according to their 
statements! 


OBVIOUS CONCLUSION 


You can't do a thorough coverar 
job in the packaging fleld unt 
you use PACKAGING PARAD! 


AND HERE’S THE PROOF! 


fewer 


Send for your copy of our new n 


| ket data book, “YOUR PACKA 


: , : : ‘ EXCLUSIVE “4.0543 IPA 
thing is a man who combines real experience at producing programs, REPRESENTATIVES: Station WEAF, New York, key 
lus sales and merchandising work. But not so at F&P—we've got UFFALO station of the Red network of the | 
a oO , oumeegen Be wos 8 | — CiNCINNATI National Broadcasting Company, 
our own Jim Wade, Manager of our Atlanta Office. Bits chegae cite 4 acquired a new voice Nov. 8 when 
WAV LOUISVILLE ja new transmitter, located at Port 
: : WTCN MINNEAPOLIS-ST. PAUL | Washington, L. I., was placed in 
; agencies have thei ‘n facilities igging up pro-  —) WMBD cena PEORIA Me. ~ NRA 
Of course, most agencies have their own facilities for digging up pro | waso ++++gae PEORIA service, Niles Trammell, NBC presi- 
gram ideas, But we are fourteen men with reasenably good imagina | WreL +++ SYRACUSE io dedicated the plant in a spe- 
foe ‘ial nation-wide broadcast 
' re ave al aily contacts wi » managements -+ HOWA... ' : Sones. 
tions, and we do have almost daily contacts with the managements of — aan einen | NBC engineers claim that the 
twenty-five top-notch stations, who are constantly getting a lot of woc DAVENPORT strength of the WEAF signal has 
: , KMA SHENANDOAH hee weased as hos te 
r ; : : : en increased as much as ten-fold 
swell thoughts for promotions of various sorts. And we have fur _.. SOUTHEAST... in certain parts of the service area. 
nished some program ideas that have worked out to be the real thing. ) wesc CHARLESTON In 1,200-line announcement copy in 
: ; , , ss | Joke oe ht it local newspapers, NBC claimed that 
What's more, we've got the experience to throw out the half wae neste set KE the clarity and strength of the new 
baked ideas that usually plague tiie brains of beginners in our WEAF voice is “unequalled by any 
eeenl : seein ee aaa t radio station in New York.” 
yUSINESS. denier : j 
KOMA ... OKLAHOMA CITY | 
KTUL eeehisnrvieas eee rs 


O'Neil to Dictaphone 


So if you agency men need any new program ideas, let us see if we .-. PACIFIC COAST... 


ony oe + ones we i deste LOS ANGELES William O'Neil, industrial de- 

can help. Maybe we'll “get nothing out of it” except your conviction } + oO Si aaa PORTLAND | ices, Wianas Waa. tal oer eg I toner 
: : . RoW OAKLAND.SAN FRANCISCO | signer. New York, has been retained 
that we are on our toes. But no matter. ‘That's the way we work in RO SEATTLE & by Dictaphone Corporation, of 


Bridgeport. Conn.. for special work 
in connection with the design and 
styling of the new Dictaphone ma- 
chines and accessories. 


MSE REB & PETERS, ENC cos sins sat asm 


’ (\) , - 3 , As a supplement to the regular 
mr\* Pioneer Radio Station Representatives report service to advertising agen- 
Since May, 1932 
: w4 


cies, Controlled Circulation Audit, 
Inc.. New York, has issued a bound 
Chicaze: 180 N. Michigan 
Franklin 6373 


this group of pioneer radio-station representatives. 


~ 
y 


volume containing the latest audit 

Les Angeles: 650S. Grand Atlanta: $22 Palmer Bldg. ~eports on all publication members 

Vandike 0569 Main 5667 The volumes have been sent to 
a gency members. 


New York: £47 Park 
Plaza 5-4131 


Detroit: New Center Bide 
Irinity 2-8444 


San Francisco: 117 Sutter 
Sutter 4353 


ING MARKET,” which shows w 
buying packaging ... and 
PACKAGING PARADE’S contr 
circulation parallels the bu 
power of the leading package - 
industries We are glad to i 
this valuable report without c! 
to advertisers and their agen! 
Wise space buyers are giving 
PACKAGING PARADE the 
prominent place it deserves 
on 1941 schedules. Get the 
facts, and you'll see why! 


PACKAGING PARADE 


101 Park Avenue New York 


360 North Michigan th go 


PACKAGIN 
PARATE 
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fm MEADACHES 


DISTRESS OF COLOS 
MUSCULAR FATIGUE 
ACIO INDIGESTION 


| = aim is to sell 
more goods... our 
desire is to help you. 
These examples of the \. 
creative advertising % 
material that flows A 
from the Forbes plant, wit 

creative art maintained at it 


and each a sound reason for you to 
Consult FORBES for Creative Cooperation 


NEW YOR CHICAGO 


WI 
en 


Cis nm a ag ERR IR ie eS. a. as I ae ig Mics... Ses cE ig, 1 Na 
: tide a ti Se : ee yc See 72 ee ae ‘ a Re ~ he Nin, seca, 2. a SM ay dT ba ies cs 2 a eres a ae i ip a: ee ig hg — 5 a: a is ‘ ors et eae ~ 
\\ Re 
\ a 
. i vs 
\\ \ \ \ i | 
ws ee # 
: * r\ girlies, ° » 
an - | 
vf . im e , ‘ '* ; \ 
wv \ a m A S: 
, ——- . " < | ) g 
\ pte ‘ if “i 
. a UPR ; ff ‘vs ; 7 a o 
i nm ve > [ —— < ia Ms - ; a 
; a 4. pu ‘ = LN ae Ps 
\\WY ea: | Cee 
oS +) oe oe ot t™ A _— +. ‘ aes 
& , Se ya puzt AA . % § 
hae G \\ | 7 
( F by ey Pa § a eS 3 i REDS ' “ , ‘ . 4 - 
£66) oe oe oT ee Se ee ; \ a 
a" ‘ . a e 3 vid b aa . ™ = —_ \ \ En ; 
| a . a ” ae P = ‘ 7 
4 | - r - ; yes ag “ e “Would a5 eh: me _ 
S \ \ at ia - = ss 7 F = 7 ie: i 
\ — eg = ee v : e ¢ - 
‘ . 5 on = % >. : ; > i. 
colorful, ‘ ; i ice a aaa ti . _— 
\ ‘ ; a _ e Yn eee 
power ’ ; ® ~ 7 ee 
peak, indicate how we've halped \" | ua 7 
others — sound merchandising ideas _ Rt 4 
exquisitely reproduced, every one; ¢ a - send his 
mC @ |b ad ‘ os *. 
‘ y G:, : er _: * - , 4 id ‘4 ln 
. o CA z. 2 ™ ; il 
’ i x ae a 7 — gee = Civg 7, - 

-_ hUre ae Be) Gf i: PL OL BOX S13. * BOS TON: 4 thy | ae CAKE ek 
a ie ne a as ‘ al$pe. hy > 
ee CLEVELAND ROCHESTER DETROIT 4 he " 

| | ) PPS nt 
| , a.) oo oe i4n 
| — &- . tg, ~ : ’ f 
a 4 TF = J 
y, ™ Te . ae ; a 
py, Oo S ; e t-. BA oe \ ‘ . AON oe 
"ame — nc = a 

ly | Cas, ‘ atime) 

ta f/Ony io ati is ’ LER es ws coal 

wis WZ [Ee ch 

J | 7 ; | x Fh fb rea, ; : 

aa 4 eas Ya * 

t NDER RYO M * 

f ‘= U aii 

| 4 DEN \LED M AY Gos | ae 

ee ee WD IR A Sime, Mion ating te a ae ee a ey Me Be 


in advertising linage 


number of advertisers 


number of exclusive advertisers 


number of insertions 


That’s how ADVERTISING AGE stacks up in 
the records for general advertising publications 
in the first six months of this year! 


And the reason is very plainly seen in the fact 
that five readership surveys made thus far this 


year and reported to us show ADVERTISING 
AGE “tops” in each case. 


You may expect a few other things from the 
advertising publication you choose to carry your 
advertising message—and ADVERTISING AGE 
delivers the goods with extras, too. For example, 
the largest paid circulation among advertising 
agencies of all general advertising publications; 
the most responsive reader audience; a record 
for results unapproached by any other publica- 
tion in the field; and immediacy of action that 
only a NEWS type of business paper can provide. 


May we show you proof of these claims? 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


NEW YORK CHICAGO ATLANTA 
330 W. 42ND ST. 100 E. OHIO ST. WALTON BLDG. 


LOS ANGELES SAN FRANCISCO 
GARFIELD BLDG. RUSS BLDG. 
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FULL NEWSPAPER PAGES FOR RELIGION 


owe Chcages Mot Widely Bend Eowmng Pape e508 tvare 


ment for the six months ending 
Sept. 30, 1939.’” 


in September, 
| under 


1940 (which report, 
the usual custom of the Bu- 


Whalley Made NBC 
Business Manager 


ao en reau, would have covered the twelve ‘ 
MTU RADIO, ELECTRICITY EXISTED AGES BRFORE DISCOVERY “Ew Asserts Management Erred ‘months period ending March 31,| John F. Whalley has been ap- 
oe Asserting that rates depend on/| 1940), to a period of six months|POinted business manager of the 


PON RA authenticated circulation, the letter | 
continues: 


“It is our belief that certain acts | 


the | central division of National Broad- 
casting Company in Chicago. 
| He joined the central division in 


ending March 31, 1940, with 
| explanation that certain publishers’ 


| ings fo men y women 


people testify toi 


LO ANNOUNCING THE DISCOVERY RY 
i) of a STRANGE MYSTICAL FORCE which 


SIS NOT AHUMAN POWER | F 

| an Ae existed through the dernal aes yet tts i 

> discwery is very recent..Over 15o.000 
j exsience am power 


all the powers of aGOD. 


ae ey: MMI NA 


> FINANCE? HEALTH? HAPPINESS ? < 
This strange power can bring these << 
> and more. ea 


| | 


~F 


ey 


Frank B. Robinson, of Moscow, Ida., 


7, A ———— 
Sag Yneat READ WHAT THIS POVER'ISDOING ALL OVER 1 Te vO) 


who has been purveying Psychiana with 


unusual success for several years, has stepped up his advertising to full pages in 
newspapers. 


Admen Bombarded 
by L. A. ‘Examiner’ 
and ‘Times’ Notes — 


Audit Bureau Action 


| 


the Los Angeles Examiner, which 
said investigation was started on or 
about Dec. 11, 1939, and the action 
of the managing director in and 
about refusing or failing to release 
an audit of the circulation, of the 
Los Angeles Examiner for the six | 
months’ period ending Sept. 30, 
1939, be and they are hereby sus- | 
tained.” 


Labor Board Testimony Used 


of the managing director of the 
Bureau relating to the issuance of 
the curtailed audit report of the 
Examiner were not justified, and 
accordingly we presented a 
plaint to its board of directors at 
its meeting in Chicago, Oct. 16, 1940, 
and an appeal from those acts. Un- 


of which is enclosed. The board of 
directors sustained the acts of the 
managing director. 

“The question of whether or not 


but the truth or 
Examiner's 


falsity of the 
circulation claims re- 
main of vital importance.” 


com- | 


records were not maintained or 
| were incomplete, and the failure of | 


the Bureau to make an audit report | 


|for the six months ending Sept. 30, 
1939. 

“Second: The failure of the Bu- 
reau to make an outside investiga- 
tion of the Los Angeles Examiner's 
circulation, as reflected in its pub- 


requested by the Los Angeles Times 
in the manner required by the Bu- 
/reau’s rules, and 

“Third: The failure of the Bureau 


that issuance of publisher's state- 
ments of the Los Angeles Examiner 


| be suspended until after Sept. 30, 


|1930 as auditor and became office 
manager in 1931. 


Air Line in Mail Drive 
Eastern Air Lines, Inc., is con- 
ducting a direct mail campaign ad- 
dressed to past users of its services 
in Philadelphia. The first broadside 
shows a map of the city with direc- 


iM 2 disputed facts about the Examiner's lisher’s statement, covering the six | tions to the new Philadelphia Air- 
> WHAT DO \OU NEED % F circulation were given to the board| months’ period ending Sept. 30, port. The usual time tables are 
in our complaint and appeal, a copy | 1939, which investigation had been showr. 


Lunt Silver in Drive 
Lunt Silversmiths, Greenfield, 
Conn., is using Vogue and business 


; : : : yaper advertising to feature “Five 
the managing director’s acts were|to suspend service on the Los Setar Girls” , brides-to-be— 
ee A atten Pon Sys baw sienna tend tae Comm, on Lt Ht Sat justified is of no further concern Angeles Examiner and to require |each shown with the Lunt pattern 


of her choice. Five window cards 
are offered as the basis for window 
display materials. 


True - - 


. kd we did show 129%, pages (3 of gains 
without printing a nickel’s worth (@) of several 
classifications of automotive advertising — our 


Provides Ammunition “The ‘oresoing action of the Auait @i@aiims (A came in the super field 5) of course— 
are ar Ss se Ss cle 
for Battle refutation of the Times’ charges 
against the Examiner,” the latter’s | 
Los Angeles, Nov. 12.—Fuel was \letter continues. “However, in re- | 


heaped on the flames of the contro- | 
versy to which the Los Angeles 
Times, the Los Angeles Examiner, 
and the Audit Bureau of Circula- 
tions are parties Saturday when the 
Examiner joined the ranks of form 
letter writers by sending out a two- 
page missive to advertisers and 
agencies in answer to one sent out 
last week by the Times. 

The controversy rages about 
alleged irregularities in the circula- 
tion records of the Examiner for the 
six month period from April 1 to 
Sept. 30, 1939, and the elimination 
of this period from the latest audit 
report for the Examiner. 

“The Los Angeles Times,” says 
the Examiner letter, “during the 
past few days has generally circu- 


jat the 


| Examiner’s 


gard to the ‘incomplete records,’ it | 


| should also be stated that the board 


advised the Times’ representatives 
hearing that the so-called 
‘incomplete records’ were not the 
records but 
independent contractors over whom 
the Examiner had no control. 


“We genuinely regret that the 


|}management of a large newspaper 
|} has seen fit to attempt to capitalize 


on the Labor Board problems of 
another newspaper, which grew out 


those of | 


of an endeavor to improve our cir- | 


culation operation and a 
maintain a principle in which every 
metropolitan newspaper in 
country is interested.” 

The letter sent out previously by 
Norman Chandler, general manager 


fight to! 


the 


storage batteries, (f) spark plugs, ¥ fan belts, % 
air compressors, () auto lifts, ‘T’ service jacks, 
“ves oils, - anti-freeze, ff} gas pumps, §} tire 
chains, © oil filters, @ accessories, car heaters, (@ 
battery chargers, (=; tune-up fF}, equipment, 
and chemicals. We solicit @ only the latter 


oe d to alge ag a letter under of the Los Angeles Times, read as | rm ti d typ f bh i eee hil ll th 
date of Nov. 4, signed by Norman follows: on one e ° us moss w © a ° natal 
handler, and a document headed 


err moee of Complaint and Ap- 
peal,” all of which is presumably 
ntended to attempt to discredit the 
circulation of the Los Angeles Ex- 
iminer, and to question the integ- 
tity of the Audit Bureau of Circu- 
ations. . . 


Quotes Board's 


Che docurnent now being circu- 
latcd by the Times was presented 


Resolution 


Disagrees With ABC 


“A most amazing situation was | 
brought to light with the release of 
the Audit Bureau of Circulations’ 
audit reports for the Los Angeles 
newspapers for the annual period 
ending March 31, 1940. Varying its | 
practice of the past 20 years or | 
more, the bureau curtailed its audit 
for the Los Angeles Examiner to a 
six month period only. 


automotive publications solicit it KR 
and all other classifications as well. Still, The 
Super Service Station () gained (| 1291, pages 


‘to the board of directors of the “Many using newspaper advertis- | ! 
Audit Bureau, together with oral| ing want to know what occasioned | in ten months JAN) I 
Teument, at a meeting held on Oct.| that curtailment—and its  signifi- 
‘6, 1940. After hearing both sides|cance. Examination of the audit | 


f he case, the board passed a reso- 
‘ulon sustaining the managing 
tor and clearing the Examiner 
ie Times’ charges. 

secause of this attack by the 
es, the Audit Bureau has, today, 
rized us to make public their 
fesolution.” Then the three-para- 
fr oh resolution of the board is 
iu ted, the net of which is incor- 
ted in this final paragraph: 
hat the actions of the managing 
tor in and about the outside 
Nvestigation of the circulation of 


> 


reports for The News, The Herald & 
Express and The Times, the three 
Los Angeles newspapers for which 
the usual 12-month audits were 
made, discloses nothing. The only 
explanation is in a single paragraph 
on Page 28 of the Examiner’s 
report reading: 

“*This audit covers the period for 
the six months ending March 31, 
1940. Due to the fact that certain | 
publisher’s records were not main- | 
tained or were incomplete, no audit | 
was made of the publisher’s state- | 


THe Invinc-CLoup PUBLISHING Co. 


Publishers of Jobber Topics and The Super Service Station 


NEW YORK 


NO. 2 OF A SERIES 


CLEVELAND 


| it oe | Enclosed with this letter was a|1940, as required by Chapter D,/_ SapewTing i 
‘a | re Nk K | 19-page brief, originally submitted | Article I, Section 2(c) of the Bu- Timken Succeeds Father 
| Ay , to the board of the ABC, elaborating | reau’s rules.’ Henry H. Timken, Jr., has been 
at | Me y |on these three major complaints: ee named chairman of the board of the 
oll TOMMY BURNS Deena Canes lnperen io Bayp Sey ANE . Timken Roller Bearing Company, 
‘i, | > WE a Makes Three Charges Joins * ‘Family Circle” |Canton, O., succeeding his father, 
‘ (Ui), Sani come sas . ..| Richard Babcock, formerly with | the late Henry H. Timken, Sr. John 
} i : First: The curtailing of the audit |Farm Journal and Farmer’s Wife,| E. Fick, superintendent of the steel 
8 | TOMMY BURNS te GEOFFREY BIRLEY AtZ ( Wh report concer ning the circulation of | | has joined the New York sales sti iff mill, has be en adde d to the box ird 
“= : m : _« ee | |the Los Angeles Examiner released | of Family Circle. | of directors. 
UD sgnen sige 55 _ aie A, ee RN, ory Oe ER / fi | na 
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ADVERTISING AGE 


General Motors 
Sees Synthetic 
Prosperity Ahead 


Nets $129,172,490 Thus 
Far in 1940; Problems 
of Industry Unsolved 


New York, Nov. 14.—The short 
term movement of consumer sales 
of motor cars promises a satisfac- 
tory sale of 1941 models, according 
to the quarterly earnings statement 
of General Motors Corporation, 
which reveals that net income for 
nine months ending Sept. 30 was 
$129,172,490, compared with $109,- 
619,799 for the same period a year 
ago. The third quarter of 1940 
shows a net profit of $15,597,030, | 
compared with $8,627,268 for the | 
third quarter of 1939. 

“So far as the trend over the next 
two or three years is concerned,” | 
reads the statement, “it seems as- 
sured that, as long as the synthetic 
influence of the enormous amount 
of government spending continues, a 
high level of production will in all 
likelihood be maintained. Thus, 
we may expect the superficial in- 
dications of returned prosperity. 
And to the extent that this is true, 
to the same extent do we increase 
the price that ultimately we must 
pay, particularly if the expansion 
be accompanied by an abnormal in- 
crease in general prices. 

“It is recognized that these nega- 
tive phases of the situation may not 
be of much widespread immediate 
interest. They are only mentioned 
because they are an_ inescapable 
consequence of what is taking place, 
and in the hope that by recogniz- 
ing the realities that must be met, 
we may be better prepared to deal | 
with them and hence minimize their 
ultimate effect. Above all, it must 
be recognized that the problems 
that have beset industry for so 
many years still remain unsolved | 
and are far too greatly unappreci- 
ated. They may be counted on to 
reassert their influence when the 
present emergency is over.” 


Sherwin-Williams Co. | 

Net income for the year ending | 
Aug. 31 was $4,828,746, compared | 
with $4,463,992 for the previous | 
year. | 


Spiegel. Inc. 

Net income for 12 months ending 
Sept. 30 was $1,746,761, compared | 
with $2,084,135 for the preceding | 
year. 


Stewart-Warer Corp. 


Net income for nine months of 


1940 amounted to $994,684, com- 
pared with $256,209 for the first 
nine months of 1939. 
Republic Steel 

Net income for the nine months 
ending Sept. 30 was $12,633,333, 
——— eee § wo 
KEEPS CATALOG 


| SALES MANUALS 


up to the mini 


Gwin g-O-F2ing 


THE MODERN LOOSE LEAF MECHANICAL BINDING 


a a 


Add or remove pages quickly, 
easily 


Amazing page strength pro- 
tects pages 


Offers maximum visibility 
Use with any cover material 
Smart and Inexpensive 


os 


Let us give you complete information on the mony 
unique features of Swing-O-Ring. Also, to demon 
strate how Swing-O-Ring works, we will send you 
free, a Swing-O-Ring pocket notebook. Write todoy 


SWING-O-RING, INC. 
318 Dean Street Brooklyn, N.Y. 


November 18, 1946 


compared with $3,898,651 for the 
same period in 1939. 


Bethlehem Steel 


Net income for 12 months ending 
Sept. 30 was $47,189,673. 


Abbott Laboratories 

Net income for nine months end- 
ing Sept. 30 was $1,987,042, com- 
pared with $1,756,578 for the same 
period in 1939. 

Julius Kayser & Co. 

Net income for the quarter end- 
ing Sept. 30 was $30,388, compared 
with $120,219 for the same period 
a year ago. 

McGraw Electric Company 

Net income for the 12 months 

ending Sept. 30 was $1,614,919, com- 


pared with $1,287,040 for the pre- 
vious year. 


American Type Founders 

Net loss for six months ending 
Sept. 30 was $3,350, compared with 
a net profit of $19,030 for the same 
period in 1939. 


Cuneo Press 


Net income, before federal in- 
come taxes, for the nine months 
ending Sept. 30 was $1,293,631. 


Marshall Field & Co. 


Net income for 12 months ending 
Sept. 30 was $5,342,176, compared 
with $4,121,598 for the previous 
year. 


National Tea 
Net income for 40 weeks ending 


Oct. 5 was $16,763, compared with 
a net loss of $673,858 for the same 
period in 1939. 


Standard Brands 

Net income for 12 months ending 
Sept. 30 was $9,029,333, compared 
with $7,634,113 for the preceding 12 
months. 


Intertype Corporation 

Net income for nine months end- 
ing Sept. 30 was $150,075, compared 
with $74,599 for the same period a 
year ago. 


Loft, Inc. 


Net income for nine months end- 
ing Sept. 30 was $1,463,634. 
Studebaker Corporation 


Net income for nine months end- 
ing Sept. 30 was $457,495, compared 


with $378,948 for the same period » 
year ago. 


Twentieth Century-Fox 

Net loss for 39 weeks ending Sep: 
28 was $1,075,611, compared with 
net profit of $3,152,595 for the san 
period a year ago. 


Pepsi-Cola Co. 


Net income for seven months end 
ing July 31 was $3,666,264. 


Scott Paper Co. 


Net income for nine months en 
ing Sept. 30 was $1,287,242, con 
pared with $1,324,785 for the san 
period a year ago. 


General Outdoor Advertising 


Net income for nine months en 
ing Sept. 30 was $833,629, compar: 


LOVE IS THE GREAT ARCHITECT... 
because dreams come ahead of drawings. 
People who build a home build themselves 
into it. It is more than wood, stone, steel. It 
is a living, emotional thing: their castle of 
dreams; their port of peace; their heaven! 


And what is their guiding star on this Road 
to Heaven? Better Homes & Gardens. . . be- 
cause it is the fountainhead of building and 


re-building in America! 


More than that... Better Homes & Gardens 
mirrors the life these people lead. Its pages 
are filled not with the artificial romance of 
some author's brain but with the real romance 
of living...the things that really count! 
Here is the Theatre of Life. Here is Real Ad- 
venture. Here the homing instinct comes into 
full flower: the primitive urge for food, for 
shelter, for a mate, for children. Here are the 
things that are rooted deep in the heart of 
Everyman and Everywoman. 


IT TAKES EMOTION TO MOVE 
MERCHANDISE... 
BETTER HOMES & GARDENS IS 


And here is the magazine that hits these peo- 
ple where they live... that cleaves a straight 
path to America’s Biggest Suburban Home 
Market: 2,200,000 families who look to 
Better Homes & Gardens the year ‘round for 
what to buy and where to buy it! 


Meredith Publishing Company, Des Moines. 
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with $832,402 for the like period in 


1939. 


Hupp Motor Car Corp. 


Net loss for nine months ending | 
ept. 30 was $221,903, compared | 
ith a net loss of $641,284 for the 
me nine months last year. 


fonsanto Chemical 

Net income, plus extras, for the 
ine months ending Sept. 30 was 
3,576,757, compared with $3,253,- 
°34 for the same period in 1939. 
Postal Telegraph 

Net loss for nine months ending 
Sept. 30 was $2,369,800. 
Packard Motor Car 


Net loss for nine months ending 


Sept. 30 was $1,439,064, compared 


with a net loss of $2,050,092 for the 
same period a year ago. 


Paramount Pictures 

Net income for nine months end- 
ing Sept. 28 was $4,810,000, com- 
pared with $2,840,000 for the same 
nine months in 1939. 


Radio Corp. of America 

Net income for nine months end- 
ing Sept. 30 was $5,713,943, com- 
pared with $4,066,425 for the same 
period last year. 
Addressograph-Multigraph 

Net income for seven months 
ending July 31 was $585,052. 
Standard Oil of California 


Net income for nine months end- 


ing Sept. 30 was $16,730,170, com- | 


pared with $12,640,899 for the like 
period in 1939. 


‘Wesson Oil & Snowdrift 


Net income for the year ending 


| Aug. 31 was $1,609,385, compared | 


|with a net loss of $524,974 for the 
period last year. 

| 

Thermoid Company 

Net profit for 12 months ending 
Sept. 30 was $594,239, compared 
with $333,835 for the previous year. 
Rudolph Wurlitzer Co. 

Net income for six months ending 
Sept. 30 was $280,980, compared 
with $248,507 for the six months of 
1939. 

E. R. Squibb & Sons 


Net income for 12 months ending 


MORE THAN 2,200,000 FAMILIES 


Home Market 


June 30 was $2,175,906, compared 
with $1,740,993 for the preceding 12 
months. 


Yellow Truck & Coach 

Net profit for the first nine 
months of 1940 was $3,506,869, com- 
|pared with $1,788,137 for the first 
inine months of 1939. 


| Wheeling Steel 


Net income for the nine months 
ending Sept. 30 was $1,611,108, 
compared with $3,043,303 for the 


first nine months last year. 


Peoples Gas 


Net income for nine months end- 
ing Sept. 30 was $2,365,579, com- 
pared with $1,891,927 


for the corre- 
sponding period of 1939. 


American Airlines 

Net income for nine months end- 
ing Sept. 30 was $1,556,849, com- 
pared with $964,283 for the same 
period in 1939. 


Crosley Corporation 

Net loss for nine months ending 
Sept. 30 was $509,910, compared 
with a net profit of $158,376 for the 
same time last year. 


Flintkote Company 


Net profit for 52 weeks ending 
}Oct. 5 was $1,472,629, compared 
| with $1,248,310 for the preceding 


year. 


Goebel Brewing Company 


Net profit for nine months ending 


Sept. 30 was $296,051, compared 
with $259,386 for the like period 


last year. 
Parker Rust Proof 

Net profit, indicated by company’s 
quarterly reports, for nine months 
/ending Sept. 30 was $683,100, com- 
|}pared with $667,096 for the 
period a year ago. 


Same 


Atlantic Refining 

Net income for nine months end- 
ing Sept. 30 was $6,560,394, com- 
pared with $3,124,448 for the same 
period in the preceding year. 
Continental Oil 

Net income for nine months end- 
ing Sept. 30 was $3,299,631, com- 


pared with $4,065,842 for the like 
period in 1939. 


Du Pont de Nemours & Co. 

Net income for nine months end- 
ing Sept. 30 was $67,928,497, com- 
|pared with $62,798,244 for the same 
/period last year. 

Easy Washing Machine 

Net income for nine months end- 
ing Sept. 30 was $235,456, compared 
with $208,061 for the same period a 
year ago. 


| General Foods 


ing Sept. 30 was $10,413,237, com- 
pared with $12,470,666 for that pe- 
riod last year. 


Holland Furnace 


Net income for nine months end- 
ing Sept. 30 was $1,104,139, com- 
pared with $773,504 for the 1939 
period. 


U. S. Steel 


Net income for nine months end- 
ing Sept. 30 was $69,418,070, com- 
pared with $12,390,756 for the same 
jtime in 1939. 


Webster Eisenlohr 


Net income for nine months end- 
ing Sept. 30 was $78,700, compared 
with a net loss of $68,888 for the 
\like period last year. 


Atlas Powder Company 
| Net income for nine months end- 
ing Sept. 30 was $1,127,261, com- 
pared with $831,842 for the same 
period in the previous year. 


Bon Ami Company 

Net income for nine months end- 
ing Sept. 30 was $971,213, compared 
with $1,067,596 for the same nine 
months in 1939. 


Hecker Products Corporation 

Net income for the quarter end- 
ing Sept. 30 was $18,898, compared 
with $274,565 for the same period 
last year. 


Life Savers Corporation 

Net income for nine months end- 
ing Sept. 30 was $811,982, compared 
with $797,192 for the same period 
last year. 


Maytag Company 


Net income for the nine months 
ending Sept. 30 was $1,050,799, 
compared with $798,669 for the 


same nine months in 1939. 


Norwich Pharmacal Company 


| Net income for nine months end- 


ing Sept. 30 was $530,500, com- 
pared with $554,823 for the same 
period a year ago. 
Procter & Gamble 

Net income for the quarter end- 
ing Sept. 30 was $4,589,992, com- 
pared with $6,951,841 for the same 


quarter last year. 


Zonite Products Corporation 

Net income for the nine months 
ending Sept. 30 was $122,828, com- 
pared with a net loss of $24,135 for 
|the same period a year ago. 


| Brunswick-Balke-Collender 

Net income for nine months end- 
ing Sept. 30 was $1,638,849, com- 
pared with $1,610,424 for the same 
‘time in 1939. 


Chrysler Corporation 

Net income for nine months end- 
ing Sept. 30 was $30,706,094, com- 
pared with $31,403,118 for the same 


Net income for nine months end-|nine months in 1939. 


How to overcome 
the 20 basic problems 
personal selling 


of 


Here's a book to help any salesman imp his sales and 
earnings by use of a workable technique based on the @® 
| principal problems encountered in personal selling In an 
entirely new approach, based on an intensive st y of actual | 
| sales interviews ar | le ! ” nt program | 
hetter method le ed tl t he lin selling 
ill type f goods and se I » robletr inalyzed, good and poor methods 
f handling it are contr nes ire given t iid the reader in 
applying it in the improvement wt 


Just Published SA 


L 


ESMANSHIP 


hy B. R. Canfield, Director, Sales and 
@20 problems cover all aspects of the Advertising Department, Babson Insti- 
sales interview fully, alse points that tute 48 pages, 6 x 9, $3.50 
come up before and after and vitally 
affect successful selling. ‘ mu «sell suc sfully by routine? Certainly, when 
or f the routines given in thi unusual new book ts 
@ Most chapters contain verbatim reports used, together with an understanding of the particular 
of actual sales interviews, secured phono- ales problem involved, good and poor — of hae 
ing and specific pointers w applying the routine to 
graghiesty. your own product or service, such as the book gives 
@ Lots of training course and group dis- : 

Secor f actual sales interviews were recorded phono- 
cussion material in case examples and graphically, others Hstened in on and scored by investi 
questions in each chapter. gators, buyers were interviewed, evory possible source was 

probed for th alistiec factual material on which to 
SOMET HING NEW AND base these summarizations of sales problems and solutions 
PRACTICAL The result is the most practical book on selling you've 
seer ea You'll be mazed at how surely you can 
A SELLING HELP upply definite steps | he routines to build yourself a 
IN solid. effective methodology of better selling 

PSS OSs eeeoeoneooneeeeaseoeae*. a 
1 SEE IT 10 DAYS ON APPROVAL—SEND THIS COUPON TODAY l 
1 McGraw-Hill Book Co., Ine., 330 W. 42nd St., New York, N. Y. 1 
Send me Canfield’s SALESMANSHIP for 10 days’ examination on approval In 10 days I will send 1 

1 $3.56. plus few cents postage, or return book postpaid. (Postage paid on orders accompanied by 
1 remittance ! 
1 Name 1 
Adare Ss ick saadddwtanddatidenssenteas ! 
! ci and State ee fen Company .Age—11-18-40 1 
i 1 (Books sent on approval in | 8. and Canada only) 1 
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* Me the same stick. To call all con-|in paying money for inferior re- Hoffman developed a line of “Cut| of INTERNATIONAL MIMEO SCRIPT, 
wed HENS unpatriotic and , commu- | turns are not to be laid entirely at rere ron eesdnsnae : paenages eae note its seven points of excellence... 
nistic, for honestly seeking more | your door. taining comparatively sm all) 
buying information in an intelligent} We are ignorant. Our knowledge |amounts of the materials for gar- | 1. Fine anne : 
manner, is like waving a red flag|of fabrics, fresh fruits, vegetables, | den and potted-plant use. The com- | ‘ a 
: in front of two bulls at the same|and insurance, is woefully inade- | pany’s recent adoption of the Metal 2. Freedom from fuzz. 

ed time; your chances of reaching the| quate. We must buy by the ex-| Edged “Plant Pantry” display pack- 3. Excellent duplicating quality. 

fence safely are lessened, not im-| pensive trial and error method. If | age is the latest big step in the same we ; 

‘ proved. |we merely trust your sales people, | direction. 4. It is ideal for letter press and INTE AL 
ak. You believe, that to fight the|those hard-working members of} The “Plant Pantry” seems to us offset printing. RNATION 
_—o" sometimes unfair publications which| your group upon whom you place|a most ingenious merchandising | 5. Takes pen and ink signatures. PAPER COMPANY 
a criticize you, that you must fight|such pressure to sell, we strike a|unit in a field where merchandis- 6. Has surprising strennth 220 E. 42nd 5S : fork. N.Y 

back in the same manner. Taking a| fluttering average between satis-|ing and packaging ingenuity might ; 4 ° — S50 ©, COG Shy SEEW SEEM, N.S: 
little truth, dressing it in attractive|faction and_ dissatisfaction that) be least expected. The “Pantry” con- 7. Is moderately priced. Branch Offices: 
verbiage and stretching it very thin|should not exist. We need your | tainsa supply of eight different plant 
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Voice of the Advertiser 


This department is a reader’s forum. 


An Open Letter 
to a Businessman 
To the Editor: I should like to 
bring these thoughts to business- 
men through your columns: 
During the past decade you have 
seen the development of a new field 
in education. It grew slowly at 
first, but has now mushroomed into 
such size that it is already a fa- 
miliar subject to a multitude of 
high school and college classrooms. 
All of you—producers, advertis- 
ers, and retailers—are also becom- 
ing familiar with this new 
most commonly called Consumer 
Education. Your reactions vary. 
Some of you are openly contemptu- 
ous, some of you are profane. Still 
others welcome this consumer 
movement as an opportunity to fur- 
ther educate your buying public. 
Businessmen are a queer lot. You 
produce, advertise, fight competition 
and increasing taxation; and a sur- 
prisingly large proportion of you 
make money doing it. You empha- 
size, in conventions and in trade 
journals, the importance of that 
vital element, the Buyer. He is the 


consumer, the one who pays you for | desirable 


field, | 


| 


Letters are welcome. 


PLANT PANTRY UNIT SELLS COMPLETE LINE 


Family packaging, and the development of this “plant pantry" unit, have done 
much to aid A. H. Hoffman, Inc., to merchandise a complete line of plant foods. 


effect on coughs 


the chance you took when you chose | colds,” of flea powders on which 
your vocation. You study his tastes, | fleas could raise a family, of cos- 


his likes, and his dislikes. You peek | metics, dietary foods and drugs, and | 


into his pocket to find out how 


much he earns and do your best to| 


persuade him to spend part of it on 
your merchandise or your services. 
You dissect his mind to discover 
which appeals your. advertising 
should make to his intellect. Some 
of you seem to be convinced that he 
has no intellect worth appealing to. 

Some few of you tell consumers 
things that he discovers are not 
true. You word guarantees and sales 
appeals in such a manner that we, 
as consumers, are misled into de- 
pending on them as truths, when, 
in fact, they are not truths. And 
now, when resentment against these 
and similar practices has produced 


a large, organized, and militant op- | 


position, what are you doing? 

You are reacting in several ways. 
Some of you hire economists to 
write in popular magazines, defend- 
ing advertising and the “American 
Way of Life,” as if you had a mo- 
nopoly on it. You issue 
pamphlets, a great number of which 
are intelligently written and of help 
to consumers. You should have 
written them a long time ago. 

You attack some consumer groups 
in every way that you can, above 
the belt and below. 
some of you have made the mistake 


of tarring all consumer groups with | 


is not your best method of defense. 
Neither is it your best method of 
advertising. 

The latest defense you are using 
is the newspaper and magazine ad 
which defends advertising. You are 


bales of | 


In doing this, | 


many others about which the con- 
sumer has been directly and badly 
lied to. 

You may say here that these cases 
represent only a minute proportion 


of the many things we are asked to | 


buy. Then will you help us to more 
efficiently clean up and eliminate 
those vicious few of you who per- 
sist in blackening your reputation 
as well as their own? 

I believe that business and con- 
sumer groups can regain mutual 
faith in each other—but not by 
calling names. I believe that most 
of you are honestly and _ intelli- 
gently serving the buying public— 


| but you have permitted your chisel- 


ing competition to discredit 
even though you do not deserve 
consumer suspicion. I believe too, 
that you welcome intelligent con- 
sumers. By 
teachers to do a more effective job, 


you, 


you can help to eliminate those ele- | 


ments in your ranks which are 
chiefly responsible for the consum- 
ers’ lack of trust. 

Now, more than ever, I am con- 
vinced that consumer education, as 
a subject studied in our public 
schools, deserves an important and 
lasting place in our educational sys- 
tem. We need this education and 
need it badly. The faults we make 


help in educating ourselves. 

We are a queer lot too. We buy 
on impulse and tend to blame you 
for our mistakes. We muss up 
miles of tables full of your mer- 
chandise every day, and you must 


and | 


helping c onsumer)| 


honest. We even insist on paying 
too much for some products because 
of our susceptibility to snob appeal. 


also. 

American business has nothing to 
fear from an intelligent consumer 
movement. The consumer should 
have nothing to fear from you. Asa 
teacher of consumer facts, I am ask- 
ing you to help us fight the eco- 
nomically subversive elements in 
your groups and in mine, and to do 
everything in your power, as we 
are, to aid that larger portion of the 
|consumer movement which wants 
_to do business with you. 

G. E. DAMON, 
Business Education Depart- 
ment, Colorado State College of 
Education, Greeley, Colo. 
| vgsy¥s iy? 


“Plant Pantry” Sells 
hon Line for Hoffman 

To the Editor: Here’s an instance 
of how a good package can make a 


}real merchandising unit out of a 
group of articles that, basically, 
might be considered rather com- 


monplace and uninteresting. 

A. H. Hoffman, Inc., Landisville, 
Pa., puts out the country’s most 
complete line of certain high-qual- 
ity garden products, such as sheep 
and cow manure, peat moss, bone 
meal, lime, powdered tobacco, ete. 

It was to cultivate the rich mar- 
ket of smaller users that, in 1935, 


fertilizers and_ insecticides. 
Each bag carries a clip to re-seal it. 
Directions for use of the products 
are printed on the backs of the bags. 
A list of the products is on the lid 
of the Metal Edge carrier, making 


foods, 


repeating with monotonous fre-|sell these damaged goods at cost or| it easy for the user to order re-fills 
quency, statements like these: |at a loss. Naturally you raise the|and ensure that the pantry will 
“Business has to be honest. Con-/ prices of your other merchandise to| never be bare of a needed item. 

sumers would not allow American) cover these losses. We abuse your; The “Plant Pantry” not only steps 


business to survive unless it always 


sticks to truth in its advertising.” | service that results. an assortment at a unit price ($1), - ° 
You are correct in a majority of| We take your goods home on ap-|but it also serves as an effective Lyne Vl 
cases. And yet, I have in my files,| proval, use them, and then return|“sampler” of Hoffman products. 
and you no doubt have in yours,|them for full credit, knowing well| One item in the Pantry—the Hyper- 


thousands of government orders to! 


cease and desist from printing false 
statements In files are the 
names of hundreds of famous, long 


those 


clerks and justly deserve the poor 


that your policy, “The Customer Is 
Always Right,” usually lets us get 
away with it. We refuse to read the 
labels you place on your goods, and 


up dealers’ sales by merchandising 


Humus—is frankly labelled as an 
introductory package, sufficient only 
for two 6-inch flower pots, and the 
buyer is invited to “ask your dealer 


Yes, we have our vicious minority 


box” would answer the purpose. 
The rich brown Metal Edge box is 
|lettered and decorated in three 
colors—red, green and white—and 
is a truly handsome eye-catcher. 
| We need not comment on the box’s 
| partitions and sloping platforms, nor 
on the stout handle which makes 
|it so easy to carry and use, since 
| these are clearly shown in the pic- 
ture. 

Mr. John A. Farmer, in charge of 
the company’s packaging division, 
tells us that the “Plant Pantry” has 
been introduced to the trade be- 
tween Chicago and New York and 
|that retailers are universally en- 
'thusiastic; some having commented 
| that this is one of the most care- 
fully worked out merchandising 
| ideas they have ever seen. We might 
‘add that the company has _ been 
selling field seeds direct to farmers 
since 1899. 

HARRISON M. TERRELL, 

The Lavenson Bureau, Phila- 

delphia. 


vfs’ 

“Chicago Times” 
Survey Accurate 

To the Editor: Apparently quite a 
few people at The Chicago Times 
are readers of ADVERTISING AGE. I 
have been made conscious of this 
fact because so many people have 
called my attention to your article 


|in this week’s issue entitled ““Marke: 
|Research Technique Proves Value 
in Election.” Of course they al| 
'want to know why, in a presumably 
| thorough post-election round-up o} 
|various straw polls, no mention 
|made of The Chicago Daily Time 
| As a Chicagoan, you must ce: 
|tainly be aware of the fact that th 
| Times poll in this election not on|: 
called the turn on the presidenti:; 
loffice but also forecast the resul! 
for governor, state senator and di 
|trict attorney. The results were ; 
|accurate as to create comment fro: 
one end of the state to the othe 
Tt certainly was not a case of ridir 
|along with a favorite candidate ; 
‘the Times poll picked two Repu! 
|licans as well as two Democrats. 
This is the third consecutive px 
in which the Times has proven w: 
cannily accurate. A great deal 
the credit must go to Mr. Richa 
Finnegan, our editor-in-chief, w) 
has developed the technique under 
which all of these polls have be: 
made. I believe this method could 
give a few pointers to even Mess: 
Gallup, Roper, Crossley, et al., and 
omission of the Times poll from 
your article did much to mar its 
completeness. 


M. G. BARKER, 
Advertising Promotion Man- 
ager, The Times, Chicago. 
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IDEAL MIMEO PAPER 


WRITE AT ONCE for free test package 
of INTERNATIONAL MIMEO SCRIPT. 
When you receive your big, inform- 
ative, blue and white test package 


Grtornational 


SEND TODAY for your free package on 


your business letterhead. 


AN 


BOSTON 


* CHICAGO - CLF 


ND 


INTERNATIONAL PAPER VALUE | 


established, and successful business|then blame you for not warning| for our standard package containing Made by the Makers of: ADIRONDACK BOND & LEDGER + INTERNATIONAL ™ 
enterprises. I am not speaking, if | us in advance about performance | five pounds.” SCRIPT * INTERNATIONAL DUPLICATOR + BEESWING MANIFOLD « TICONDE A 
- you please, of mere advertising puf- | under certain types of usage. The whole assortment weighs ten BOOK «+ TICONDEROGA TEXT + INTERNATIONAL TI-OPAKE « CHAMPLAIN ’ 
/ fing. I am thinking of court cases We sometimes do not pay our|pounds and it is questionable SARATOGA BOOK + SARATOGA COVER + LEXINGTON OFFSET 
in which producers have admitted | bills, making those who do, pay|whether any display container less _— 
selling cough drops which “have no|more for the privilege of being sturdy than the “strongest paper —_ 
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In the past / years—Remus Van Winkle has 


slept through 13 fire alarms and 8 tornadoes 


ND 


NY ... in the same / years 
The American Home magazine audience 


has grown from 300,000 to 
2,000,000 wide-awake families 


OU could wake Remus up, local people say! 
But even after you had, you sti// wouldn't 
have a customer for the important products 
\merican industry has been making better and 


Taam 86 eaper in the last 7 years. 
Just think of it!...180°7, more families owned 
‘tomatic refrigerators in 1939 than in 1933... 


“ales of new automobiles increased over 75° 
. 8 times as many homes were built. 
rhe families that bought these products, and 


will buy many more, are the sort of American 
homes that aggressive manufacturers want to 
reach! The leading families of this group have 
by lifting the circulation of one 
magazine—The American Home—from 300,000 
in 1938 to 2,000,000 today. Its com plete home- 
making pages have helped create many signif- 


shown how 


icant advances in better living! If you are tired 
of trying to wake up Remuses to tell them your 
story, why not look into The American Home? 


Advertisers who have done so are responsible 
for increasing The American Ilome’s revenue 
10 times over in the last 7 years. 
° 7 . 

Businessmen who want to know what has been 
going on behind the scenes of American business 
and home life since ’33—will find it in the free 
leaflet, ''The Past 7 Years.’’ Please write The 
American Home, 444 Madison Ave., N. Y. C. 


FIRST among “‘home-service”and “women's” 
magazines in CIRCULATION and in 
a __ ADVERTISING GAINS since 1933 


es SS = 14 

=_— = Som, ~ aioe \ \ . ae a 

Ore Gt | ike. Sl 

( é = ey . 7 

yi a : aie ee “See Ae ne 

\* ra oy OM Pa ee 4 | 4 

man al . [ie ’ we bes Ss = -_ 

T 2 a a i Pie a \a Ae \! / ” =. 

Ut FHSS ed . 

A _ _ _ Seeeeee {* a. 

| BtES Ya i wit 2; § 
1 7 » ‘4 — &®> i? 4 } ‘ at 

. : UY, aA ca tng } ae ’ 5 Wy = } ~ 

AES aS Bae poses ‘ 

| an )) . G7, 

‘ A, } Yy { if bal 

ST Wh . 

» a pee fy { ig \ { t / a “a 

j a=!) \. : 5 ee Fee § o¥he . ite 

— al a: " ~ ~ a ff fo Ca A J “4 = = be 

“aM CR|S?Z?wA A Ff 

Pe tl - = |i ? . * RS . ae ‘ . / d P 4 Cat bl ‘ 7 * - wt A, o. 

——= ail Nivw i Ae Ly - ’ fe ey ~ 4 i” 3 ; - as ee =) : Ss 

EN lg ae i 4 

-% \ | ' ™~s “<eE se. — ae geen ok fy if \ _ se 

7 yy Mt “ 

j “< 

- ™ 

at 4 

” A a a a > 

— d| ss 

eS: 7 

— «* ) OMF = 

~ a; ne 

TES Nag, Sr. ty SLO EE Cy ye ie a ees Ee gt Sm, ee LS a ee Pe cee 


pi 3 Pe aa i gh rE, ; ; oF ‘ wR oy oe ae ee vy a Cen % -) bee ein Sire 2 Phy Yee 

ee r 18, 1940 I 
* 22 ADVERTISING AGE November 18, 1 

, | — | i ay | audi hat I had tickled 
Ri : and Percy Waram, in Saturday | audience told me t ( 

CHRISTMAS DRIVE Richmond at AMA =| Mixed Seltzers [night's Blackstone ‘Theater hookup| theme 

K. C. Richmond, editor o oa « aa .- New York and Boston stars 
—as Heat, Chicago, discussed customer Give Critic a wie etal arty easy oe tsa couldn’t go back and correct. I had { 
LEF:FREEDOM RING! | and dealer turnover at a meeting of . i ns magic tag is me to | to shout the rest of my short speech : 
the Chicago chapter of the Ameri- Throbbing Head as a dramatic critic compels m |to be heard above the roarers. 

™ a ‘can Marketing Association, Nov. 12, ; : St | state that my so-called hit was an “Even the seltzer I misnamec 
ALL-AMERICAN jat the Sportsman’s Club, Chicago. Chicago, Nov. 13 Asien p ra | accident due to mike fright. could not cancel the headache m) 

MAGIC CHEF GAS RANGE a vens, veteran dramatic critic of the | «seated with Miss Gish and Mr.| .parrassment caused me. I nov 

To Abbott Kimball Chicago Herald-American, joined 


\Lou Gehrig’s Get-the-Name-of-the- Waram in a stage box glaringly | ,nologize to my and Manager Oscar 
Carson Pirie Scott & Co., Chicago |< stag saturday night, 
department store, has named Abbott | Sponsor-Wrong club Sa ly nig 


spotlighted, I got my seltzers mixed. | ser]in’s generous sponsor. 
' avori i s th) « ffer that sponsor a‘ 
EE ee ok othe Endeavoring to put in the steen But I can o 
Kimball Company to handle its ac-|but proved again that slips of the ‘and penultimate plug for the spon-| east a crumb of comfort. This i 
‘count. A campaign in national |tongue seem much more serious | * P 


; : , rj the radio|the first time 1 ever heard peop! 
cama +e heing planne | usuz lient and the agency |sor who had provided ; | = ; ; a 
ew 3 SaaS mnee. prong = Ce ae vali | time, I blunderingly called his pro- | discussing a radio program mentio | 
. ] d . B ld | But let Mr. Stevens tell the story | gram the Bromo-Seltzer Barn Dance | the product. 
Designs Caledonia Bo _. las he told it this evening in his|instead of the Alka-Seltzer Barn : SRE 
. The range 615 Cooking Six display sizes, 16 to 30 point, | signed newspaper column: Dance. ; Universal Display Moves 
rN | P|, turerts Mood devon of a new bold face type, Caledonia “Despite telegrams of congratula-| “I was not aware of this slip of| niversal Window Display Ser, 
Ce fog) | | Boece “ae ees me oe es g ag me tion from radio listeners as well as |a terrified tongue until a hoarse roar ice, New Haven, ia has move 
tw (od | vate ll ites Sauaear. |from my fellow stars, Lillian Gish of laughter from the Blackstone |to 248 Park street. 


| 


BEAUTIFUL 
PRACTICAL 


DEALER'S NAME HERE 


Dealer newspaper copy in a special holi- 

day sales campaign developed by Ameri- | 

can Stove Company. Batten, Barton, | 
Durstine & Osborn is the agency. 


American Stove 
Opens Drive for 
Holiday Trade 


Cleveland, Nov. 14.—A holiday | 
campaign portfolio has been re- 
leased by the American Stove Com- | 
pany outlining promotional material | 
on Magic Chef gas ranges to be | 
used from now until New Year’s | 
Day. The portfolio is an adapta- 
tion of the company’s house pub- 
lication, “Magic Chef Magazine.” 

Besides listing advertising and 
promotional helps available there | j N 
are two pages devoted to selling | H+ P h S y G ves 4 nied 
features of the All-American Magic United States Consumer urc ase urve 
Chef range, followed by an article | 
on the advantages of aiming for | 


ity | 
' ; merica’s Richest Market Opportunity: 
higher unit sales. Three lower- | Insights into A erica S Ic es ar " - _ 
priced models also are presented. | 
Two window display backgrounds 
are offered together with a window | 


| 
| 


. ? j 

l ; nd women's service 
eeuiaee set, Gintay cards. era | 1. Today, the total retail purchases of rural top-quality fiction a ; 
ga tags and store pen- | . families are twice as great as the retail departments make it a magazine for 
ants. ewspaper mats, radio spot . 
pall a cage greg with sales in rural* places: h every member of the family. ee = 
s s copy for letters to hus- ’ ¢ ‘ i 
band and wife are offered. Other | 2, Today's average rural family has as muc wonder it gets unequalled attention? 
aoe pane ag yp for letter- money to spend as the average urban : f th 

ads, postcards, gift cards and gi i 
certificates, and Geis eau rod family! Given te — —— : ; he 
special gift offer of a Pyrex glass | slw 1e : 
measuring cup. The Magic Chet | 3, Today’s average rural family saves half rural market plus Country Gentle 
sales visualizer and slide film also | ‘ 


; , he average urban 
are offered for use during the holi- | ne eS . 
day campaign. 


man’s unique power to sell it, we challenge 


family! inati 

Batten, Barton, Durstine & Os- ; . 1 fi ily is ony other enomapnerageaea . nea = 
By Wapoinnell 4. Today's average upper-half rural family is dvertising oppor- 
M. J. Adler Adds Two sa! advertised merchandise than the average — tynity so surely worth while! 
a a saan wr to handle | upper-half urban family! 

e advertising o Ascher-Lev 
New York. ve en shop. alae ‘The term “rural” in this study refers to towns under 
class magazines ; irec ail; 2.5 io jace 
and Virginia Pena ticks ona werk er ee ae 
mals, Inc., New York, bird foods, ‘% 
using newspapers, magazines, direct 7 
mail and radio. ‘ : | ’ 7. j 
| Y OUR merchandise is_ not advertised e maw nacts |i 
R & 5 SERVICE | nationally unless it is advertised in = change yout adele 


soles pictere 


rural America’s publication. Depending 


lex] on the slop-over circulation of urban pub- a 


lications is not enough. You must use a 


/ 
ee ope ith rural coverage and a rural (all 
= magazine with rural coverage ¢ é é 
“ECONOMY IN MARKET wallop ...one that digs in and shares the 
| RESEARCH” —a 21 page book. lives of the people it serves. It will pay you to see NEW FACTS THAT 
dite. rag , MAY WELL CHANGE YOUR WHOLE 
‘Meee —is yours for the asking. , “y G é s your best buy. as “ , 
4 ' Country Gentleman 1s you . SALES PICTURE. Country Gentleman’s 
hs 4 a : Its authoritative farm departments keep analysis of the United States Consumer 
a complete facilities and 


long experience meet the 


— its readers up to the minute on what S Purchase Survey. When our representative 


cies, publishers and market- 
ing analysts requirin de- 


. ‘alls, let him show you this important 
; : acre Oo as bs cked calls, let him show you 
pendable research tabulating. going on 1n agi 1c ultw Ce It h iS Da study ... or write Country Gentleman 
r Advertising Dept., Phila., 
- a 102 Rake tan er York. N. Y. advancement for more than 100 years. Its Pa., for a copy. 


it 
4 BOSTON CHICAGO _ DETROIT 
a4 MONTREAL Ps) - TORONTO a4 ‘ 


everv worth-while idea for general rural 
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Combination Deals 
Should Be Stopped, 
Druggists Told 


Chicago, Nov. 
ience that the National Association 
f Retail Druggists intends to con- 
inue its unfaltering opposition to 
ombination deals is presented in 
he current issue of the association’s 
fficial journal in a special editorial 
gned by John W. Dargavel, ex- 
cutive secretary, 
Manufacturer s 


who bring out 


13.—Ample _ evi-| 


combination deals on which the 
combination price is less than the 
fair trade minimums on both of the 
products when sold separately (as 
lis usually the case) are undermin- 
|ing fair trade, Mr. Dargavel asserts, 
backing up his contention with this 
|quotation from a decision of Judge 
| V. C. Stein in the chancery court of 
|New Jersey handed down Sept. 30: 

“When the complainant placed 
upon the market a combination 
| package for resale at a price which 
was less than the aggregate price 
of the combined items when sold 
independent of the combination, it 
abandoned its fair trade contracts 
| and the prices fixed thereunder on 
| the individual items. Once a manu- 


|facturer abandons his price struc- | 


ture he does not operate under the 
| fair trade act unless and until he 
again properly avails himself of its 
| provisions and complies therewith.” 


Too Many Give-Aways 


Merchandise deals have been 
carried to the point of absurdity, 
|Mr. Dargavel contends. “The sales 
|managers of our manufacturing 
|}houses seem to have fallen into a 
groove,” he says. “They cannot 
think up ways of promoting their 


merchandise on its proved merits. | 


|. . With every purchase the druggist 
has seemed to be giving something 
away. 
killing the sale of something else, 
|either in his own store or in that 
lof a neighboring retailer.” 

The problem admits of only one 


With every sale, he has been | 


solution, Mr. Dargavel maintains. 
“Let us establish values that are 
fair, and stick to them. Let us 
abandon the insanities of selling 
which have been faddish in the | 
past.” 


Marlett Heads Agency 


Louis A. Marlett has organized a 
publicity organization at 5412 Black 
street, Pittsburgh, called the Na- 
tional Institute for Public and Cul- 
tural Relations. | 


Keller to Ten Eyck Hotel 


Clarence C. Keller, former assist- 
ant secretary of the Syracuse Cham- 
ber of Commerce, has been ap- 
pointed sales manager of the Ten 
Eyck Hotel, Albany. 


FLOW OF MONEY 


THE TRADE-O-GRAPH 
INCOME PAYMENTS ‘oy 


wi LSASASSS LY LY 
98 8 Ore SN 
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Chart showing income payments for 

September, compared with August and 

September of last year, produced by 

the Bureau of Foreign and Domestic 
Commerce. 


Cast of Serial 


to Coast for 


et 


~~ 
\ 
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Mass Vacation 


Chicago, Nov. 14.—While some of 
the big name radio shows have a 
habit of shifting bases, a precedent 
will be established for daytime 
serials Jan. 3, when the entire cast 
of Procter & Gamble Company’s 
“Ma Perkins” program will be 
transplanted to Hollywood. The 
vacation jaunt—for such it is—will 
be watched with interest by radio 
advertisers as a possible solution to 
an intricate problem. 

“Ma Perkins,” at present holding 
forth on the NBC Red, has been on 
the air five days a week, winter and 
summer, for a good many years 
While a 15-minute show sounds like 
a bed of the uninitiated, 
rehearsals, doubling and transcrip- 
tions actually make it something of 
a grind. Eight persons, for instance, 


roses to 


play 37 characters in the Oxydol 
serial. Transcriptions and other 
details stretch the 15 minutes into 


six hours of daily toil. 

Procter & Gamble and its agency, 
Blackett - Sample - Hummert, _Inc., 
have been somewhat concerned lest 
their talent lose the keen edge 
'which has helped “Ma Perkins” be- 
come one of the hardy perennials of 
the airways. On the other hand, 
“writing out” principal characters 
presented obvious complications. 
The mass migration idea dawned as 
the logical answer. 

The cavaleade which leaves Chi- 
}cago Jan. 3 for California sunshine 
jand flowers will include not only 
the cast, an announcer and the pro- 
ducer, but several members of their 
families, bringing the total to about 
18. In anticipation of reducing the 
daily stint to about 90 minutes on 
ithe Coast, the players are cleaning 
up transcription duties in Chicago. 


‘Knowles Appoints Hoyt 


| KE. L. Knowles, Inc., Springfield, 
Mass., maker of Rubine, has 
lappointed Charles W. Hoyt Com- 


pany, New York, to handle _ its 


|advertising. 


Increases Commission 

Effective with the January, 1941, 
issue, Playthings will increase its 
agency commission from 10 to 15 
per cent. 


ll 
MORE THAN 
3,000,000 


—persons live within the 
rich Shreveport trading 
area served by the pow- 
erful 50,000 watt transmit- 
ter of KWKH. No wonder 
so many national and 
local advertisers use this 
station to advcentage in 
selling their many and 
varied products. 


50,000 Watts 


A @eecveroer Times B@TaTian 


Louisiana 


Shreveport 
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millions of dollars of advertising to | readers. He said the Gannett news- 
radio and take it away from news-| papers turn down a “cool half mil- 
papers which you think they con- | lion” yearly because they are dry 
trol? The truth is that neither|and do it for a_ principle and, 
newspapers nor radio are controlled | “scores of other newspapers do the 
or influenced by advertisers, nor do | same, pass up their share of 34 mil- 
advertisers seek to control them. | lions of newspaper advertising for 

“Advertisers don’t patronize folks|a principle.” 
because they like them or like what The New York Times, Hartford 
they say. Newspapers don’t accept Times, Nashville Banner and scores 
all the advertising that comes float- | of other papers which supported the 
ing along and none but the scrubs | Republican candidate for the first 
among them would change a word | time got no advertising rewards, he 
of what they print because some- | said, adding: “For the love of Mike, 
body advertised with them.” |Harold, if the American press 

Mr. Tripp said the Committee to | wanted to be kept by anybody, what 
Preserve Constitutional Govern-|a lot of suckers they’d be to be 
ment ran a page advertisement in |fooling around with advertisers 
the New York Daily News not be- | when the picking is so good in 
cause they love the News but| Washington. If you could just sit 


“al 
because they wanted to reach its|in on some of the battles your ‘con- 


GETTING BIGGER 


Wm. E. Whaley Company, Louisville, is 


now offering these large-size display 


| 
trolled press’ goes through just to| 


get a teeny weeny bit of advertising 
out of the birds you think are ‘keep- 
ing’ us, you’d be as surprised as 
John Lewis on election night.” 


Hurls a Challenge 


Then Mr. Tripp made this pro- 
posal to the Secretary: 

“Have some advertiser (pick the 
biggest one you know), call any 
reputable leading newspaper and 
say that he has 10 pages of adver- 
tising—and that’s something—which 
he will give the paper if it will let 
him dictate or even modify its news 
or editorial policy. If the paper 
(and don’t pull any shyster sheets 
on me) falls for it that will give 
you another speech. [I'll print it, 
buy you an Imperial crab dinner at 


Herzog’s and agree to vote for a 
fourth term.” 


RCA Shifts Brisbin 

M. M. Brisbin has been trans- 
ferred from the installation and 
service division of the RCA Manu- 
facturing Company to the advertis- 
ing department at Camden, N. J., to 
handle test equipment advertising 
and sales promotion. He has beer 
with RCA since 1929. 


Pushes Sandeman Ports 


McKesson & Robbins, Inc., Ney 
York, has launched a campaign fo 
its Sandeman ports and sherries i: 
Cue, Esquire, The New Yorker an 
the Social Spectator. Insertions wi 
continue through the fall an 
winter months. Iv ey & Ellingtor 
New York, is the ageicy. 


spaces on taxicabs in 46 cities in the 
Middle West and Southeast. Shown 
- 2 here is a Standard Oil of Ohio display. 


Tripp Letter 
fo Ickes Nails 


Slurs at Press 


Gannett Official Hurls 
Challenge at Cabinet 
Member 


Rochester, N. Y., Nov. 12.—Frank 
E. Tripp, general manager of the 
Gannett newspapers, has written a 
letter to Secretary of the Interion 
Harold Ickes answering his criti- 
cism that “the press is not free.” 

Mr. Tripp read the letter at the 
semi-annual meeting of advertising 
and business executives of the Gan- 
nett group at the Powers Hotel last 


night. He said newspapers always 
print Ickes’ blasts against them, 
which is proof they do print both 
sides. 


“A lot of your boy friends don’t 
like the press, either,” Mr. Tripp 
wrote. “There is little reason why 
they should, and that’s their right, 
but when you say the press is con- 
trolled you tread on the toes of a 
free American institution in which 
the American people are pretty 
much interested; you tickle the 
corns of a crew who will not take 
it lying down.” 
ei The observation of Ickes that 
: Roosevelt was elected in spite of 
the fact that he was opposed by 80 
per cent of the newspapers defeats 
his argument that they are not free, 
said Mr. Tripp, adding: 


Observations on Radio 


“Now you know that radio is 
licensed by the government and 
must obtain renewals of its right to 
exist at stated intervals. You know 
it is restricted by rules from ex- 
pressing any opinion. Newspapers 
can have opinions, so far anyway; 
can express them, and do. What 
you mean is that you don’t like the 
opinions they express.” 

Newspapers are “licensed by no- 
body except their readers,” said Mr. 
Tripp, and that license comes from 
service to them and “this service 
causes 42 million people every day 


to pay cash for newspapers. And 
‘ they get your fair-haired radio 
ey. ' free.” 


“Anybody, anywhere can start a 
newspaper. He can do it on a shoe- 
string, but he must show unques- 
tioned financial ability before the 
government will let him start a 
radio station and “then he is cir- 
cumscribed by rules which prevent 
by. him from talking to his 
) like a newspaper does on 

torial page. 

“Right away the fellow discovers 
that he is not in the radio business 
at all. He is in the advertising busi- 

100 per cent and right up to 
his neck So far as keeping the 
ether full, that’s the only business 
he is in. He can’t get a third of his 

: income from listeners, like’ the 
newspape! He is dependent 
absolutely on advertising. 


listeners 
its edi- 
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Neither Is Controlled 


Ty. “How come 
advertisers give 


that the wicked 
a couple hundred 
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Rules Wisconsin 
Drug Store Prize 
Plan a Lottery 


Madison, Wis., Nov. 12.—A “mul- 
tiple dividend” plan in which cus- 
tomers of the H. A. Blumer drug 
tore, Monroe, Wis., registered daily 
in hopes of obtaining a daily cash 
yrize, was ruled a lottery and ille- 
gal by the state supreme court 
Friday. 


Declaring that a lottery must 


trial court was of the opinion that 
the fact of the registrants’ going to 
the store each day to get the daily 


coupon, and that the operation of 


the scheme paid the defendant 
(Blumer) or he would not have op- 
erated it, constitutes a considera- 
tion. A consideration consists in a 
disadvantage to one party, or an ad- 
vantage to the other. We here have 
both.” 

The plan at one time was used 
widely in stores in south central 
Wisconsin and at Elkhorn the city 
,council adopted an ordinance out- 
lawing the scheme. 


ave three elements—a prize, a) 


onsideration and chance—the court 
aid: 
“It is manifest here we have a 


ng element is a consideration. The 


“Broadcasting” Weekly 


a weekly, effective Jan. 13, 1941. 


Murfey to “Chicago News” | 


E. T. R. Murfey, who represented 
the Hearst newspapers in Chicago 
and the Middle West for 20 years, 
has been appointed manager of 
rotogravure and color advertising 
for the Chicago Daily News. 


Ideas Unlimited Moves 
Ideas Unlimited, New York 
agency, has moved to 17 W. 45th 
street and John D. Ryan, formerly 
account executive, has been elected 
managing director. A complete 
change in personnel is planned. 


Name Olsen Art Director 


Harvey W. Olsen, who joined the 
creative staff of Needham, 


| director. 


Louis 
; | Broadcasting, Washington, D. C.,|and Brorby, Chicago agency, three 
prize and chance. The only remain- | will change from a semi-monthly to | years ago, has been appointed 


Mushrooms Again 
Advertised After 
Prolonged Silence 


‘Dawn Fresh’ Hopes to 
Expand Total Market for 
Delicacy 


| 
| 

Niles, Mich., Nov. 14.—After the 
passage of a decade, during which 
no member of the industry raised 
his voice either to glorify mush- 


art paboogge as a whole or to cry the vir- 


tues of his own particular brand. 


NEW YORK, N. Y. 


MAGAZINE z= 


Michigan Mushroom Company, of 
this city, has broken the long silence 
with a campaign, somewhat of an 
experimental nature, in the Chicago 
Daily News, and over station WLS, 
Chicago. Color rotogravure will 
alternate with run of paper to culti- 
vate the great market which lies at 
the company’s back door. 

While one purpose of the cam- 
paign is to increase the over-all 


demand for mushrooms, in which 
the United States lags far behind 
other civilized nations, Michigan 


Mushroom Company is offering, be- 
sides the staple canned product, two 
specialties in cream of mushroom 


soup and mushroom soup stock. 
Mitchell-Faust Advertising Com- 
pany, the Chicago advertising 


agency handling the account, dis- 
covered that many cook books 
bewilder, instead of enlightening 


‘the bride, by referring casually to 


“soup stock” without divulging its 
nature. With this tip to work on, 
Michigan Mushroom Company is 
offering canned soup stock which 
will not only iron the wrinkles from 
the brow of the newlywed, but 
prove a benison to the experienced 
housekeeper. 

The cream of mushroom soup, 
the other specialty featured in the 
copy, comes ready to serve. It is 
not only liberally sprinkled with 
tender young “Dawn Fresh” mush- 
rooms, but, according to the adver- 
tising, contains cream where most 
recipes specify milk and milk where 


water is indicated. 
Ties Up with Others 
Perhaps the outstanding feature 


of the will be its effort 
to associate Dawn Fresh mushrooms 
in the public mind with many other 
nationally advertised foods of su- 
preme quality. Thus one color ad 
depicted an appetizing combination 
of Red Cross macaroni and Dawn 
Fresh mushrooms, while a later one 
showed how Dawn Fresh _ looks 
when teamed with Armour’s Star 
pork sausage. This strategy will be 
continued indefinitely, with the 


campaign 


cooperation of these advertisers 
assured. 
The new campaign can be at- 


tributed in part to the doings across 
the water, since 6,000,000 pounds 
of mushrooms, or 13 per cent of the 
total United States market, has 
been supplied from Central Europe. 
But the Michigan Mushroom Com- 
pany believes that the total demand 
can be multiplied many times, par- 
ticularly if the public is assured of 
quality products. It points out that 


while consumption has expanded 
enormously since the world war, 
Americans are, broadly speaking, 


unaware of the existence of the 
mushroom, its delicate and appeal- 
ing flavor and its health qualities, 
The country’s per capita use of 
mushrooms is only about one-fourth 
that of England 

Since it is generally conceded that 
the culture of mushrooms requires 
a high degree of skill, the Michigan 
Mushroom Company believes it is 
performing a public service in its 
current advertising. It points out 
in its copy that “we could increase 
our crops by thousands of pounds 
if we allowed our mushrooms to 
grow longer in the seed beds, but 


our aim is a_ scientific mushroom 
grown for flavor and tenderness.” 
To achieve this end the company 


built the first and largest air-condi- 
tioned plant in the world, where it 
grows mushrooms during the entire 
year. 


National School Appoints 


The National School Equipment 
Company, Port Washington, Wis., 
has appointed Frederick C. Schnake 
Advertising Agency, Milwaukee, to 
handle its account. Business papers 
and direct mail will be used. 


Douglas to KMOX 

Frances P. Douglas, city editor of 
the St. Louis Globe-Democrat for 
the past 16 years, has been named 
director of the news department of 
KMOX, St. Louis. 


AAEA to Meet Dec. 3 


The American Agricultural Edi- 
tors’ Association will hold its an- 
nual meeting at the Palmer House, 
Chicago, Dec. 3, while the Interna- 
tional Livestock Show is being held. 


NEES 4 woman steps up to 4 newsstand and answefs het 
own question «Which magazine shall 1 puy?” she answers | 
the question that the thoughtful advertiser is continually “ 
asking himself. a — 
With hundreds of magazines before her, she chooses i. 
ONE. This selection furnishes the advertiser with the best ii 
and most accurate MEASURE of the voluntary nature of “4 
each magazine's entire circulation. foi 
It is significant, therefore: that— a . 
MORE WOMEN BUY EACH \SSUE OF oe ’ 
mcCALL’S AT NEWSSTANDS THAN BUY - 
ANY ISSUE OF ANY OTHER MAG AZINE a oe 
PUBLISHED f; 
and .+: 7 
cassis O* only woman's magazine that has show e 
a gain—OoP top of 4 gain—m advertising lineage the past | 
two years—!5 evidence thal an increasing number of adver - 
tisers recognize women’s owl magazine preference as their best pe : 
buying guide. pS 
> — 
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The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


|but refused to stop such flight in 
this case because when it was made 
it was over land which was thickly 
wooded and had dense brush on it, 
the court maintaining that “an 
owner’s rights are limited to the 
for damages on the basis that it|airspace which is now used or may 
was a nuisance or constituted a|in the future be used in the de- 
danger? The answers to some of | velopment of the underlying land.” 
these points are contained in an In 1931, a court in Cleveland 
article in Aviation for November,|ruled that while the airport in 
by Solomon Rothfeld, member of | question was not in itself to be con- 
the New York bar. sidered a nuisance if properly op- 

Back in 1928, a Mr. Smith sued | erated, it ruled against flying lower 
an aircraft company which had|than 500 feet over the plaintiff's 


Can You Sue 
An Airport? 

If you live out at the edge of the 
city and someone should decide to 
establish an airport on property ad- 
jacent to your home, could you sue 


constructed an airport within 3,000! property and granted an injunction | 


feet of his home, claiming that it|against any dust blowing over to 


constituted a nuisance, what with | the property and the dropping of | 


the low flying, dust and noise and |circulars over the property. 

further that flight across his land| In a similar case in Atlanta, Ga., 
was a trespass and should be|the court also ruled against the 
stopped. The court specifically re- | blowing of dust and ruled that the 
fused to rule that an airport in it- |property owner’s wife could recover 
self constituted a nuisance and held | for illness caused by such dust, but 
that flight at 500 feet or over con- | refused to set any arbitrary altitude 
stituted flight in the upper airspace,|at which a plane could fly over 
which upper airspace is under state | private property. It ruled _ that 
jurisdiction. The court did rule that | flight lower than 500 feet did not 
flight at 100 feet was a trespass ‘constitute a trespass unless there is 
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an invasion of the airspace that 
the owner is in actual possession 
of, or is within the reasonable pos- 
sibility of man’s occupation and 
dominion. Interpretation of this 
ruling might prohibit construction 


of any spite obstacles in the path | 


of planes taking off or landing at 
airports. 

Later cases have resulted in rul- 
ings which permitted flight over 
private property as low as 25 feet 
as long as such flights did not im- 


pair a landowner from fully enjoy- | 


ing his property. In one case where 
the low flights were necessarily 
over houses because of their density 
and proximity to the airport, which 
was small, flights lower than 500 
feet were ruled against. 


Christmas Buying 
Is Analyzed 

Ninety families out of each 100 
living in the Twin Cities of Minne- 
sota and in Seattle buy Christmas 
presents. On the other hand, only 
about 46 out of each 100 families in 
Johnstown, Pa., follow that prac- 
tice. These figures are revealed in 
the November American Druggist 
by Riley Elgen, who made a study 
of the gift-buying habits of Ameri- 
cans on the basis of government 
data. The purchases discussed were 
made from drug stores as well as 


others selling gifts. 
| Where the family income ranges | 
| from $1,030 to $1,260, only about 55 | 


per cent of the families, on the 
average, buy presents. But where 
the family income ranges from | 


$2,140 to as high as $2,450 annually, 
90 families out of each 100 remem- 
|ber their friends and relatives with 
| presents at Christmastide. The per- 
centage of purchasers, however, 
varies considerably from city to 
city, according to the income. In 
the lowest group it ranges from 17 | 
to as high as 81 per 100 families, | 
whereas in the higher income group | 
| the range is only from 81 to 96. 
|Thus, while buying of presents is 
influenced by the extent of the 
family income, it appears that it is 
not necessarily guided as much by 
income as by sentiment or merchan- 
dising methods. 

Three tables illustrating the arti- 
cle show what the average family 
in each of 32 cities spends on 
Christmas presents in relation to | 
the average family income, the fre- 
quency with which families buy 
Christmas gifts in the different 
cities, and how much the families 
who give gifts actually spend for 
| that purpose. Seattle leads the list 
in amount spent per family with | 
$22.19 on an annual average income | 
of $1,503. However, only 90 per 
cent of Seattle families buy gifts 
which raises the average amount | 
spent for gifts by those who do buy | 


problem and are making rapid 
strides in overcoming the difficulty. 

Another problem in the industry 
is in getting fenders and other sheet 
metal parts to fit the body properly, 
but this is being overcome by drill- 
ing special holes in the sheet meta 
parts where the punched holes did 
not line up. The cause of this may 


| have been rush die work at the en 


of the tooling season. 

One of the _ production-slowin:e 
bugs crept into the Nash Ambassa 
dor 600 assembly line where the1 
has been some difficulty with th 
problem of fabricating the bod 
with integral frame, a radical de 
parture from previous automoti\ 
practice, introduced on a mu 
smaller scale a few years back b 
Lincoln-Zephyr. This type of co: 
struction is highly regarded by som 
of the most forward looking aut 
motive engineers. 


Motor Oil vs. Watch Oil 

Those who were intrigued th: 
last summer by huge cutout display 
at certain gas service  statior 
heralding the fact that the partici 
lar brand of motor oil sold was : 
pure and fine that the attendant 
used it to oil their watches wi 
be interested to know what Fran 
D. Urie, superintendent of researc! 
Elgin National Watch Company, ha 
to say about the matter in th: 
November NJ (short for Nationa 
Jeweler). 

Briefly, motor oil, even though o 


them to $24.75, but even that ranks | fine quality, is not suitable for th: 
third below San Francisco and Oak- | |ubrication of watches because in 
land, both with $25.30. The 14 cities | stead of “staying put” as a goo 
in which the average family spends | watch oil should, it spreads rapidl 
the highest amounts for presents|and thus will run away from th: 
are all found between Cleveland | watch bearing in a few days and a 
and San Diego. All but two of the |a result the watch will either sto) 


force by Spring. 


ME \ THE TROY 
RECORD 


NewsParers |THE TIMES 


THE TROY RECORD CO J) A. VIGER 


IS A MARKET OF 
INCREASING IMPORTANCE! 


The Watervliet Arsenal, pacing the Troy A.B.C. 


City Zone’s booming defense industries, will double its 


| Figuring most conservatively the purchasing power 
of these additional workers and their families will boost 
Troy’s annual retail sales by more than $3,250,000. 
The Record Newspapers, Troy’s sole dailies, give 
nearly 9-out-of-10 coverage of ALI, City Zone homes. 


The line rate is only 12¢ lowest cost for one- 


medium blanket coverage of any major New York 
State market. 


ADVERTISING 


RECORD 
RECORD 


MANAGER 


ten lowest are Eastern and North 
Atlantic cities. 

Although the average annual | 
family income in New York ($1,839) 
is the highest of any of the 32 cities 
shown in the tabulation, the amount | 
spent for gifts per family, $14.12, 
ranks 15th on the list. But, because 
only 60 per cent of the families buy 
Christmas presents, the average | 
amount spent by those who do buy | 
them is $23.55, or fifth among the 
|32 cities, following San Francisco 
and Oakland with $25.30, Seattle 
with $24.75, and Philadelphia with 
$23.60. Grand Rapids trails the list 
with $13.50 in amount spent by 
those who buy gifts, whereas Johns- 
town, Pa., which trails the list on 
number of families per 100 who buy 
gifts, average family income, and 
total amount spent for gifts per 
family, is ninth from the bottom 
with $17.00, thus indicating that the 
family income does not necessarily 
control the amount spent for gifts 
by those who buy them. 


Getting the “Bugs” 
Out of 1941 Automobiles 


Even after motor car manufac- 
turers release the first of their new 
|models there remain plenty of 
“bugs” which have to be removed 
|before the production line runs 
smoothly, W. F. Sherman, Detroit 


or perform irregularly due to exce: 
sive wear on the bearings causin; 
permanent damage to the mechan 
ism. 

The article is illustrated with six 
microphotographs which show 
drop of both watch oil and th: 
motor oil from the time when firs! 
applied and intervals of hours and 
days up to six days. Whereas th: 
watch oil maintained its globula 
shape throughout the test, the mot 
oil started to spread as soon as it 
touched the steel block and at th: 
end of the six days was entire]; 
diffused instead of remaining wher 
it was wanted. 

Therefore, gentlemen, next tim: 
you add oil to your automobile, kee) 
your watch in your pocket. 


Allen to Manage WFCI 


Theodore F. Allen, for eight years 
associated with National Broadcast- 
ing Company as assistant to the 
vice-president in charge of sales, 
has resigned as manager of WODM, 
St. Albans, Vt., to become manager 
of WFCI, Pawtucket, R. I., which i 
expected to be operating the first 
of the year. 


Joins Ward Wheelock 

John Stoehrer, formerly wi! 
Pedlar & Ryan, New York, h 
joined the art department of Ward 


editor, The Iron Age, points out in 
the Nov. 7 issue. No matter how 
carefully the car has been engi- 
|neered, there always are some de- 
tails which give plenty of head- 
aches either in the manufacturing, 
|the design, or perhaps in certain 
materials used. This year is no 
exception. 

One of the most perplexing prob- 
lems this year is that of replacing 
Swedish steel valve springs with a 
satisfactory substitute due to inabil- 
ity to get the material because of 
the war. With the 
Ford, Swedish steel has been used 
| almost exclusively for valve springs, 
and the greater part of the difficulty 
is in connection with overhead 
valves where the springs are more 
highly stressed and are a part of 
a more intricate mechanism than is 
used in L-head motors. 

The problem is not blamed en- 
tirely on the absence of Swedish 
ore, but in part on the differences 
in the technique in producing wire 
by the American and Swedish meth- 
ods. One typical failure examined 
recently, for example, was attrib- 
uted to a seam to the center of the 


wire which is most unlikely to 
occur in the Swedish steel. Two 
| American mills have tackled 


. te pair t 
HF SSE Satie t: 


exception of | 


the 


Wheelock Company, New York. 


| 


for Full-Color 
Advertising Broadsides? 


You don’t need to—not 
you are buying in quantit 
of 100,000 or more. At | 
than one cent each, we v 
furnish (in 100,000 quant: 
or more) a large 4 co 
Newscolor broadside, p! 
including type composit 
and four color engravin 
Send for samples. 


SHOPPING NEW 
Rewscoler “Division CLEVELAM 
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Boson BBB Slaps 


Grade Tags Which © 
Mix Up Consumers 


Points to Varying State 
Standards as Source of 
Confusion | 


Boston, Nov. 
for grade designations, while well 


| 
| 


known and understood by the trade, | advertising, intelligent selling and | 


when carried over to the sale of 
goods to consumers causes confu- | 
sion which misleads the consumer, 


states in a special bulletin. The 
misleading of the consumer is with- 


Associated with this type of legis- 
lation is state advertising urging the 
consumption of locally grown prod- 
ucts. Examples of  state-financed 
advertising which tend to confuse 
the consumer, according to the re- 
port, are: “Others can pack grape- 
fruit juice, but it’s only in Florida 
juice that you can get the real 


grapefruit flavor that people like so | 


well,” “Eat Michigan apples — 
they’re best,” “New Jersey fresh 
certified eggs contain more vita- 
mins.” 

The Boston Better Business Bu- 


cured in the interests of informative 
intelligent buying. 
“Obviously, the cure for this 


situation is a procedure which will 


used to describe grades should be 
uniform. The acceptance of a com- 


Break Ground for NBC’s 
San Francisco Building 


Ground was broken Nov. 14 in 
San Francisco for the new “NBC 
Building” at the northeast corner of 
Taylor and O’Farrell streets. Con- 
struction of the building will take 10 
months. It will be the home of 
KGO and KPO. 

The four-story building wiil dou- 
| ble the amount of floor space which 
lithe two stations now have. The 
| building will anticipate the possible 
needs of television 
modulation. 


| 


13.—Terminology |reau urges that this situation be | O’Brien Transferred 


| Daniel T. O’Brien, formerly direc- 
tor of promotion for the General 
| Motors exhibit at the San Francisco 


Plough Puts 
News Punch in 
Aspirin ‘Spots’ 


Memphis, Nov. 13.—A new series 


of newsy facts about some of the 
world’s largest things is the contri- 


| World’s Fair, has been transferred | , i . 
|largest theme is a companion series 
the Boston Better Business Bureau | remove the confusion, namely, terms | of General Motors Corporation, New | 


to the public relations department 


| York. 


out any intent to do so on the part | mon, generally-accepted nomencla- Buck to Detroit 


of merchants and manufacturers to|ture for grade names should re- | 


whom the grade designations 
each particular type of business | 
enterprise are perfectly clear. 

“To the consumer, a grade, stan- | 
dard, or term such as “Firsts” or 
“A,” means just what the words 
imply in ordinary everyday use. To | 
the manufacturer, the wholesaler 
and the retailer these terms, devel- 
oped in the trade for years, often 
mean something altogether differ- | 
ent,” says the bulletin. 


Slight Confusion 


A typical example is the use of | 
the word “fancy.” In the broom 
business this means second grade; in 
the canning industry it means first 
grade; to the California asparagus 
grower it means sixth grade. Simi- 
larly “Firsts” signifies third grade | 
when applied to butter and the} 
letter “A” stands for second grade 
milk in some cities and for first 
grade milk in other communities. 

“All grades, whether established 
by business, by local governments, | 
by individual states, or by the fed- | 
eral government, show the same 
tendency,” the report states. 

The indiscriminate use of such | 
words as “colossal,” “jumbo,” | 
“extra select,” “extra fancy,” “AA,” | 
“No. 1,” “No. 2” and “No, 3,” along 
with many more terms of grade 
designation, was vigorously con- | 
demned by the Boston Better Busi- | 
ness Bureau because of the confu- | 
sion brought to the consumer. | 

The confusion to the consumer is | 
further developed by the variation | 
of state standards. Five states re- | 
tain on their statute books standard | 


| 


barrel laws that are at variance 
with the Federal Standard Barrel 
Act. There is a 17 per cent varia- | 


tion in the required cubicle contents 
of standard barrels which are de- 
fined in terms of cubicle contents. 

Another illustration of this type 
of confusion is revealed by the fact 
that Pennsylvania prescribes stan- 
dard dimensions for peck and bushel 
sacks to be used by growers in 
Pennsylvania when marketing their 
potatoes, yet Ohio authorities refuse 
to recognize these, because, accord- 
ing to Ohio law, a bushel of pota- 
toes means 60 pounds of potatoes. 
In one state, 46 pounds of potatoes 
legally weighs a bushel, in 14 states 
50 pounds; in 10 states 54 pounds; 
in 5 states 56 pounds and in one 
state 60 pounds. 

The use of grade designations as 
trade barriers forms a method of 
consumer confusion. Many states 
have used grade legislation to place 
out-of-state products at a disadvan- 
tage. This tendency of states to 
utilize grade names to give local 
business a competitive advantage 
over out-of-state products is unfair 
to the consumer. 


SLEEVES ROLLED UP 
Thoroughly seasoned advertising 
executive availabl: Experienced 
in all uses of Agency edur 
1ted pe ed and ad 
i ad ig 1les-pr 
a >| pi r tV pr yr | . t ° 
} u Suc ful c 
; ks } tion with 
juiring thoroughly 
, stor-—c progres 
‘ I wi k ic know! 
igs t ADVER’ x MUST 
ELI 
BOX 3192, ADVERTIS > AGI 
CHICAGO 


ey C 


in|move one of the barriers to sound publicity staff of McCann-E 


business-consumer relations,” states 


the bulletin. 


Wendell Buck, of the New York 
rickson, 
jhas been transferred to the 
| office. 


bution of Plough, Inc., to spot radio 
|announcements this fall in the pro- 
/motion of St. Joseph aspirin, which 


and frequency | is tagged in the chain breaks and 


one-minute announcement as the 
“world’s largest seller at 10 cents.” 

The world’s largest ship, the 
|largest school, the largest dam and 
'similar items are briefly dramatized 
in the announcements over 32 sta- 
tions. Coupled with the world’s 


of famous firsts, dealing with such 
events as the first parachute jump. 
Here, too, the event is dramatized. 

Tribute is paid to a number of 
American cities in the one-minute 
transcription devoted to the world’s 


Detroit | largest river—the Mississippi. St. 
|L 


ouis, the scene of the Veiled 


| Prophets Ball; Memphis, the Cot- 
ton Carnival; Natchez, the Pilgrim- 
age, and New Orleans’ Mardi Gras 
are all saluted in this recording. 

The announcements are prepared 
| by the Plough agency, Lake-Spiro- 
|Shurman, Memphis. 


De Fosset to Seiberling 


Albert V. De Fosset, who former] 
had his own advertising agency, ha 
been appointed to the advertisin 
staff of the Seiberling Rubber Com 
pany, Akron, by N. E. Malon 
advertising manager. Mr. De Fos 
set, who succeeds D. J. Brad: 
resigned, will be in charge of deal 
newspaper advertising, direct-b) 
mail campaigns, editing the “Seibe: 
ling News,” and overseeing radi 
advertising. Mr. Brady has be¢ 
made manager of the Akron offi 
of a Chicago printing company. 


Sanders Named “Rep” 


Russell A. Sanders, formerly wit 
Crowell-Collier Publishing Con 
pany, has been named Detroit re)- 
resentative of Street & Smith Pub- 
| lications. 


ee. 


rr 


~ 
a” os Q 


a a ; 

3 = a P| 

—— eee 

ae 

| ro oe 
] — 

r) po —— | 
ee fs AVELaS 
7 F a Hig + x 
i <a aca gi he at see hah 
ie ees. 5 ated Oe = vk, SS 

ae , ae ey . ae ‘eagle A aN ; 

i. - a8 % bo oe eee . or IT mao é es = 

j mee oS \ oo Ve 
4) | *  —F@e San ae 

. | ia e 4 | ie 

i a ae H _— | - ea ae 
i a = e Tg i z= eae Ya 
7 3 ey a. ~ ai: \ A * TAY. ~ , 7 a ve 

=. ae * ¢ rn oe Ooo 
- \Wa Ler OS | Got 
RR SS SALT “yO aa " 
“at \\. ae Rs ae TO NEW ae ge te. 
- NR MO cee . = ayo’ r * 
s . Qo ak o. ‘S me a — na ' \ : 
ay y = Se . hy " we i : 
= . | a ye os t | 
| a a a = ¢ tf. oa | 
- s 3} “~ ° \0? 4 ‘ 
ca = ; r re. oo | ~o> * Lal { 
; “ : nee 50% wt 
' Yoey, We me NE 
AS XO Pit ys poe 
| a AE Gy A) - g qo’ , 
dy Or, “SK | | 
' | pv: » | 
: ) yon” % w 06 w A's ont 
‘ ati 0 ; 
is rN w ge 
wre wc ens oa B 
bi ” 
: | wer ayo” Res on” 
fe \ G 
5 ’ ae 7 
ONG like Se tee Be a | Maer re Ent ey es oe Fe 7 ae re Megat | oes 
; i . F = ile he i Oe | a a s Be cre (he = 2 Aig t Vie ; rye Tats Pee igs be at , - = om See et kcce > wee Sg ll om et a Sy ee ; 


Lae 


November 18, 1940 


ADVERTISING AGE 


a ake ee ee 


29 


Sunshine Starts 
Hi-Ho Crackers 


on National Trail 


New York, Nov. 14.—A new addi- | 
tion to the Sunshine biscuit family, | 
Hi-Ho crackers, is being introduced | 
by Loose-Wiles Biscuit Company. | 
First advertising has just appeared | 
in New England and New York | 
newspapers. 

It was learned that the product | 
has been in production for only a| 
-ouple of months, but that dis- | 
tribution has already been achieved | 
is far west as Chicago. National 


DEALERS GET BEHIND ELGIN LINE 


. ifan h Christmas ie 
GL) Lets moke Can Wotc = 
’ eg ” r ; ~es 
~*~ _ Pay TERMS 


JEWELERS NAME HERE | 


Detroit Elgin dealers, 28 of them, have just placed 350 24-sheets like this in the 


'Maxford House’ 
Coffee Breaks 
Into Pictures 


"Christmas in July" Sa- 
tirizes Advertising Con- 
tests 


New York, Nov. 14.—Turning 
once again to advertising for some- 


listribution will be sought within 
the next few months. Although | 
further local newspaper space will | 
be used, national promotion will 


market to feature one product. 


Detroit area, a number which is believed to be the biggest ever used in a single 
Elgin paid for the paper, artwork, imprinting, 
etc., and the dealer pays for the space. 

the tie-up. 


thing to satirize, Hollywood 


called “Christmas 


Simons-Michelson Company arranged 


| who suffers under the mist 


‘wait completion of distribution. 
First advertising of Hi-Ho, in) ica to enjoy!” 
tures the product as “the new/other qualities. 
cracker sensation” and as “an All-| 
American cracker . . . for all Amer- | account. 


Copy highlights the Names Horton-Noyes 
Sunday magazine color copy, fea- | ‘just-out-of-the-oven flavor” among 


in an advertising contest. 


. - . . Preston Sturges, the 
Commercial Filters Corporation, e 


Boston, has placed its advertising 


pany, Providence. 


has 


|}come up with a whimsical comedy 
in July” which 
recounts the story of a slogan w 


riter 
aken 


| belief that he has won first prize 


fair-haired 
boy at Paramount Pictures sinc 
Newell-Emmett Company has the | account with Horton-Noyes Com- | “The Great McGinty” proved a hit 


e his 


BA 


QO0O 


Most Favorable Listening Conditions Prevailing 


transmitter is in operation... 


ISTENING to WEAF has become a new 
experience ...a new pleasure since November 8th. 
Throughout the vast area which is its province. mil- 
lions of radio listeners began to hear WEAF 2'% 
to more than 10 times better than ever before. 
\nd they will continue to enjoy this added bril- 
liance day and night, winter and summer. because 


\\ EAF’s new transmitter, travelling its signal with- 
out obstruction across salt water. directs it with 
tremendous impact to the great concentrations of 
population in metropolitan New York, southern 
Connecticut and northern New Jersey. 

Today WEAF’s listeners enjoy the finest radio re- 
ception in the market for the finest radio programs in 
the market...and WEAF’s advertisers are thus reach- 
ing them with greater force and in greater numbers. 

We'd like to show you what WEAF now delivers 


in the way of coverage. what WEAF now offers adver- 


tisers at no extra cost. Our new booklet. “November 
8th Was Moving Day for a Line.” will soon be off 
the press. It tells the story in words and pictures and 
figures—the story of market dominance, of listener 
dominance, of increased broadeasting leadership in 
the world’s richest market. We have reserved a copy 


for you. Just write to Station WEAF, New York. 


zs _ KEY STATION 
= ay oe oO - : —— Ge 


| picture as author and director. New 
| York critics have hailed “Christmas 
\in July” as a worthy successor to 
the previous work. 

The sloganeer is Dick Powell, an 
inveterate contest entrant who fig- 
ures that his mathematical chance 
of winning a prize is improved by 
each successive failure. He is count- 
|ing on his prize check to enable him 
to marry and to escape his routine 
job as a clerk. 

The contest sponsor is “Maxford 
House Coffee.’ Carrying the resem- 
blance to Maxwell House and its 
“good to the last drop” slogan a 
step further is the Maxford slogan 
|of “grand to the last gulp.” Powell’s 
entry as a replacement is: “If you 
|don’t sleep at night, it isn’t the 
coffee that keeps you awake— it’s 
jthe bunk.” His friends have to 
have the pun explained to them. 
| Powell is glued to his radio when 
|the announcement of the contest 
|winner is to be made, but the jury 
making the decision cannot agree 
|while the program is on the air. 


last season, is responsible for the |The shipping department head on 


ithe all-employe jury holds out 
against his 11 colleagues, and the 
jury struggles for weeks while an 
expectant nation awaits the result. 

While a verdict is still pending, 
three of Powell's fellow clerks de- 
cide to play a joke on him by send- 
ing him a telegram declaring him 
the winner. Before their duplicity 
is exposed, Powell calls at Maxford 
House to pick up the $25,000 check 
promised in the wire. 

Dr. Maxford, head of the coffee 
company, is enraged at the contest 
jury for ruining his showmanship 
| by delaying a decision. He delivers 
a tirade against advertising in gen- 
eral and contests in particular, but 
gladly writes Powell a check so that 
he can wash his hands of the whole 
unpleasant affair. 


Ah, More Coffee 


Powell turns Santa Claus for his 


family and friends, spending his 
new-found fortune with record 
speed. His own boss, also head of 


a coffee firm by a strange coinci- 
dence, recognizes Powell's ability 
for the first time. The sloganeer 
coins another for his company— 
'“It’s bred in the bean ... the blue 
|blood of coffee’—and is rewarded 
| with a job in the advertising depart- 
j}ment, an office of his own, and a 
| secretary, who is his fiancee, of 
course, 

Then comes the denouement. Dr. 
|Maxford checks with the contest 
| jury and finds that no decision has 
| been reached. His frantic efforts to 
get back his money, supplemented 
by those of executives of the store 
where Powell staged his buying 
orgy, result in a series of slapstick 
| antics. 
| Powell, with his girl friend, 
played by Ellen Drew, visits the 
office to see his new quarters which 
he can never occupy because of the 
cruel fraud. They meet the boss 
there and break the news, but Miss 
|Drew is able to convince him that 
| Powell’s ideas are just as good as 
ihe had thought, even if winning the 
contest was all a mistake. So Powell 
is permitted to keep his job and 
— 


A swift conclusion is reached 
when the contest jury reaches a 
| . ° 
decision. Of course, Powell’s “it’s 


the bunk” effort is the choice, and 
the inevitable happy ending is 
assured. 
| P. S. It’s really quite funny. 


Corbett to Maxon 

Edward Corbett, formerly 
N. W. Ayer & Son, has 
Maxon, Inc., Detroit. 


with 
joined 


IN SELECT COMPANY 


Only products of highest quality 
and reputation are included in the 
Cradle Car Gift Basket to new 
mothers. Since only products of 
this character are accepted, obvi- 
ously all patent medicines and arti- 
cles of questionable origin are not 
admissible. Your product is in- 
deed in select company when it is 
sponsored by Cradle Car Servicel 


| ; Ihe Cradle (on Seowiee, ne 


_ 457 N. Kingshighway 


St. Louis, Mo. 
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Industry leaders 
Tell Employes of 
National Unity 


New York, Nov. 13.—With na- 
tional leaders emphasizing the need 
for quick burial of election differ- 
ences and cooperation for national 
unity, key industrial executives are 
adopting this theme as the keynote 
of employe relations programs. 

Typical of the appeals that have 
already gone out from management 
to workers and that will probably 
be issued with increasing frequency, 
are those released by I. J. Harvey, 
Jr., president, Flintkote Company, 
and A. O. Dietz, president, C. I. T. 
Corporation. 

Mr. Harvey informed all em- 
ployes that he had wired President 
Roosevelt immediately after Elec- 
tion Day, promising the ‘“whole- 
hearted, united support of the Flint- 
kote Company and every employe 
during these critical years regard- 
less of his or her partisan feeling 
during the campaign just con- 
cluded.” 

He added the hope that “it will be 
the desire of every Flintkote em- 


ploye to follow our system of gov- 
ernment in which the will of the 
majority prevails and the minority 
gives wholehearted support to the 
majority in the attainment of every 
truly national objective.” 


Not Concerned with Vote 


Pointing to the passing of “the 


sound and the fury” of the cam- 
paign, Mr. Dietz told C. I. T. em- 
ployes: 

“I do not know for whom you 


voted and it is none of my concern. 
I do not know for whom any of the 
dealers or business men served by 
C. I. T. voted, and that is none of 
my concern. What I do know, and 
what I am concerned with an 
American, is that the President is 
not alone the leader of the major- 


as 


ity that elected him—he is the 
leader of our whole people, all 
America. 


“And in these times, perhaps as 
never before in our country’s his- 
tory, our President needs the con- 
| fidence, the faith and the coopera- 
| tion and support of us all. Leaders 
lof the opposition, in true American 
|spirit, are burning campaign but- 
[tons and pledging their unstinted 
|support. This is true Democracy. 
We can all do our part best by doing 
our own job—by putting the elec- 
'tion out of our minds—and by get- 
\ting back to business. For as the 


wheels of business turn, the coun- | 


try grows stronger. Our job is to 
help keep the wheels turning.” 


Cleveland Club 


Fills Vacancies 


George F. Buehler has been 
elected president of the Cleveland 
Advertising Club, to fill the unex- 
pired term of Royal M. Alderman, 
vice-president of McCann-Erickson, 
Inc. Mr. Alderman, a captain in 
the Quartermaster’s Corps, will 
shortly take up active service at 
Jeffersonville, Ind. 


M. H. Boynton, Curtis Publishing | 
| Company, 


succeeds Mr. Alderman 
on the board of trustees. Barclay 
W. Newell, publicity director, Wil- 
liam Taylor Son & Co., has been 
elected a trustee to succeed William 
A. Weaver, media director, Gris- 
wold-Eshleman Company. Mr. 
Weaver is in command of Troop B, 


'107th Cavalry, which will shortly 


leave for active training in Tennes- 
see. 


Cole Joins Compton 

John Cole, formerly with Gardner 
Advertising Agency, St. Louis, has 
joined Compton Advertising, New 


| York, as a radio copywriter. 


Nelson Joins Polk 


Carl Nelson, who formerly did 
sales promotion work for N. W. 
Ayer & Son, has joined the direct 
mail division of R. L. Polk & Co. 
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Ovisber Marks 
24 Months of 
Gains for Chains 


Chicago, Nov. 14.—The joyous 
tingle of the cash register continued 
with such good effect during Oc- 
tober that sales of 24 chains report- 
ing to ADVERTISING AGE showed in- 
creases aggregating 7.3 per cent over 
the corresponding month of last year, 
thus continuing the unbroken string 
of month-to-month gains that have 
been chronicled in these pages since 
November, 1938. The 24 chains’ ag- 
gregate gain for the first ten months 
of this year is 7.2 per cent over the 
first ten months of 1939. 

Food chains, with four reporting, 
|increased their October business 3.7 
|per cent, and their ten-month busi- 
|ness 5.2 per cent. All four showed 
|gains, with Jewel Tea showing the 
/'way with an increase of 21 per cent 


for the month and an increase of 
15.7 per cent for the ten-month 
period. 


October gains for three mail order 
chains totaled 8.6 per cent, with 
Sears up 14.4 per cent, Ward up 3.6 
per cent, and Spiegel down 9 per 
cent. The group as a whole is 9.8 
per cent ahead of the first ten 
months of 1939, Sears leading the 
pack with a gain of 11.7 per cent 
for this period. 


Others Up 


Two drug chains showed October 
increases of 6.9 per cent and 10- 
month increases of 5.9 per cent. 


— October-— *% Gain ;-———10 Months — % Gair 
1940 1939 or Loss 1940 1939 or Loss 
Food Chains 
i, ST eTETe 2,366,139 1,955,121 +21.0 21,517,677 +15 
*Kroger Groc. & 
Bkg. Co. -- 20,113,279 19,781,436 +1. 195,871,419 +f 
*National Tea.. 4,741,280 4,452,745 + 6.5 46,501,084 +10 
tSafeway Stores 31,314,622 30,280,310 3 334,163,703 +3 
Group Total ..$ 58,535,420 §$ 56,469,612 +3.7 $ 598,053,883 § + 
Mail Order Chains 

Sears, Roebuck. 76,919,573 67,246,031 +14.4 530,139,367 474,482,322 +1 

| ee 6,140,179 6,749,404 —9.0 40,904,643 39,916,242 +2 
| WATE cesecescs 56,937,141 54,944,556 +3.6 387,050,748 358,050,867 +8 
} Siaeienitidimeainamsina limes aia ; pra i... siaiaieeiamatstasadiny mania 
| Group Total ..$139,996,893 $128,939,091 +8.6 $ 958,094,758 §$ 872,449,431 +9 
Drug Chains 

Crown Drug 719,385 690,075 +4.2 6,830,792 6,472,249 4+ 
| Walgreen. ..... 6,314,503 5,887,113 +7.3 60,973,551 57,526,028 + 

Group Total ..$ 7,033,888 § 6,577,188 +6.9 $ 67,804,343 $ 63,998,277 S 
Variety and Miscellaneous 

Consolidated 

Retail Stores. 963,533 889,902 +8.3 7,944,920 7,537,052 4+ 
Edison Bros _ 2,361,248 2,213,255 + 6.7 21,323,065 20,313,329 
Grant, W T 10,172,015 8, 5 80,395,476 75,177,051 
Green, H. L.... 3,992,207 S$, 0 31,954,067 30,769,485 + 
Breese, BB. Bases 13,488,293 12,6 5 117,619,587 113,762,423 + 
Lane Bryant, Inc. 1,381,893 5 11,472,117 11,248,866 - 
De vet week 1,998,169 * 1 15,992,773 15,490,277 + 
McCrory 3,767,735 3,430,695 +9.8 34,122,507 31,916,527 + 
McLellan Stores 1,998,169 1,883,823 +6.1 15,992,773 15,490,277 
Murphy, G. C 4,611,824 4,090,431 412.8 39,439,243 34,90',068 +1 
Neisner Bros. 1,964,856 1,920,904 + 2.3 16,736,728 16,725,446 + 
Newberry, J. J. 41,780,738 4,452,847 + 7.3 40,979,212 38,916,891 + 
Penney, J. C.. 29,583,517 28,721,871 + 3.0 225,057,763 210,703,202 + 
Western Auto 5,113,000 4,110,000 + 24.4 42,002,000 35,677,000 +1 
Woolworth, fF. W 28,633,795 26,527,386 + 7.9 251,200,840 239,549,110 + 
Group Total ..$114,810,992 $106,648,567 7.7 $ 952,233,071 § 898,180,004 

Combined Total $320,377,193 $298,635,358 7 $2,576,186,055 $2,402,875,329 
*Four and 40 week period ended October 5. 
tFour and 40 week period ended October 26 


In the variety and miscellaneo 
group 15 chains reported an aggr: 
gate increase of 7.7 per cent for Ov - 
tober and 6 per cent for the te: 
month period. Every one of the 15 
reported gains for October and t! 
ten-month period, but Weste: 
Auto, with a 24.4 per cent increase, 
and W. T. Grant, with an increa 
of 16.5 per cent, paced the Octob 
parade. Western Auto is also ou! 
in front for the first ten mont! 
with increases aggregating 17.7 p: 


cent. It is followed by G. | 
Murphy, which showed a gain 
13 per cent for the ten-moni 
period. 


Adcraft Plans Birthday 


The Adcraft Club of Detroit wil! 
celebrate its 35th birthday with a 
banquet Dec. 6. Gilbert U. Radoye 
is chairman, and Harvey J. Camp- 
bell, vice-president and secretary of 
the Detroit Board of Commerce and 
a former president of the club, wil! 
be toastmaster. 


Toledo Steel Moves 


The sales division of the Toledo 
Steel Products Company, Toledo, 
has moved to larger quarters on th: 
20th floor of the Second Nationa! 
Bank bldg. 


PHOTOS 2:!25: 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mail. Glossy prints of your products tell your 
more dramatically and effectively; help increase 
Just send us a photo and we will do the rest 
Send for quotations on any other size 


Commercial Photo, 41 W. 45th, N. Y. C. 


HELEN 


conducting 


“LET'S HELP YOU KEEP HOUSE” 
Five Days a Week on ST. LOUIS KWK 
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Difference of Opinion 
| makes horseraces... AND newspapers! 


Human nature being what it is, Hollywood columnists. Men are partial to News sports col- 


‘0, there will always be difference of opinion. On politics, religion, umns, fishing and hunting news, and the financial page. 


al art, science and philosophy some minds work one way and Finance bores most women, but they love News fiction. Comic 
others another. strips touch a universal chord in the hearts of all men, women, 

. The sexes don’t agree either. Men and women have differ- and children—so The News has spared no expense in securing 

ent likes and dislikes. So it is hardly surprising that some comics which are among the most famous in the world. 

newspapers have been more successful in pleasing men than . ‘ P 

women and vice versa. 


IIe 


But The News appeals equally to both. Five surveys by 
L. M. Clark show that the average copy of The News is read 
by a total of three readers per copy, about equally divided 
between men and women. 

x * F 

Because pictures have a universal appeal, The News spares 
no effort to get the best—and our masthead reads ‘“The News, 
New York’s Picture Newspaper.” In a typical issue the general 
news picture pages attracted 81°, to 96%, of the men, and 
93°, to g6°,, of the women. 

The main news pages of The News are so edited as to 
appeal to both men and women. These pages in a typical issue 
drew as high as 85°,, of the men and go®,, of the women. 

For fun, romance, and adventure, readers turn to News 


features. Column fans have the choice of three Broadway and 


News editorials are unique, they are written for the millions, 
on topics which vitally affect everybody, in the language of the 
average man. They have a higher reading than any editorials in 
any other newspapers analyzed by a well-known research organi- 
zation. L. M. Clark studies indicate that News editorials have 
greater reader-interest than 7 out of 10 comic strips. Such popu- 
larity is phenomenal! 

By pleasing more people, ‘The News has become the most 
popular paper in the world. It gathers in one publication the 
largest audience for all types of advertised products. It sells 
more merchandise to men, and more merchandise to women. 
It covers more families, is read by more people of all classes 
and all ages, with all types of interests and all sizes of pocket- 
books. In the aggregate The News millions comprise the 
greatest family market in the world. To sell more merchandise, 


make The News your first medium! 


T 


_.in New York City 
The News is read by 


3 families in 10 


_. AVERAGE OCTOBER NET PAID ciRcULATION ExceEDED 1,925,000 oany... 3,550,000 sunpay 


NEWS 


PICTURE NEWSPAPER 


THE & 


NEW YORK'S ~ 


NEWS BUILDING ° TRIBUNE TOWER 
New York Chicago 


e 15S MONTGOMERY ST. 


San Franctsco 
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Flour City Paper Box | ein Wike _G Pp l Pyrex H itches 
Has 40th Birthd | in ersona 

Teo Fiour City Peper, Box, Com | OOMOENEE, etti2 1g __. sales Drive to 


pany, Minneapolis, is observing its | 
40th birthday with a package, paper 
box and container display in the 
Northwestern Bank bldg., Minne- 
apolis. Invitations have been sent 
to Minneapolis and Northwest com- 
panies to visit the display. 


Branham Gets Two 


The Branham Company has been 
appointed national advertising rep- 
resentative of the Herald and Jour- 
nal, Spartanburg, S. C., effective 
immediately. The Herald is pub- 
lished morning, the Journal evening | 
and the Herald-Journal Sunday. 


MISTER.... 


take the stand! 


Can advertising with a smile 
sell things to eat? Would you 
put a BURR always in the 
_ copy that’s written to sell to 
men only? How feminine 
would you make ads _ to 
women? Are small ads worth 
the showing? Are big ads 
better? Do you like your ad- 
vertising? Are you sure? 
Are you a good judge? Are 
| folks folks? Do they ever 
want to be smiled at, sung to, 
whispered to? How DO you 
make advertising PAY? Have 
you heard of our results with 
GOOD copy in small ads? 


} 

OREN ARBOGUST | 
| ADVERTISING 

; Thirty N. Michigar Ave. 

i CHICAGO 


Broadcast Tower 


Chicago, Nov. 
ing field received a special demon- 
stration of the fury of the elements 
yesterday when a _ 66-mile gale 
twisted a Hiram Walker spectacular 
into a mass of steel wreckage and 
snapped a  357-foot 
tower 


lives during the storm, advertising 
men had only narrow escapes to 
report. 


12.—The adv rertis- | 


transmitting | 
of Station WIND at Gary, | 
Ind. Though two persons lost their | 


| The Hiram Walker spectacular, | 


| described as the world’s largest, was 
erected in December, 1936, at a re- 
ported cost of $150,000. It adver- 
tised Canadian Club whisky origi- 
inally, but later was changed so that 
it featured Canadian Club during 
\the day by virtue of paint, and 
Meadow Brook at night in lights. 
A traveling message at the bottom 
|'was devoted variously to names of 
‘retail outlets and timely notes of a 
civic nature, such as a welcome to 
the American Legion or Democratic 
delegates, or a boost for some com- 
munity effort. 

Hiram Walker, supposed to have 
paid $50,000 a year for the spec- 
tacular, which faced South on the 
Outer Drive at Randolph street, 
merchandised the sign hard. The 
appellation of “world’s largest spec- 
tacular’” was approved by no less 
august a body than the Federal 
Alcohol Administration, and it har- 
monized nicely with the Walker 
claim that its distillery at Peoria, 
Ill., has no peer in size. Federal 
Electric Company built the sign, 
which held fast at its base, but was 
completely telescoped by nature’s 
powerful forces. 


Hoag to Coast 


Free & Peters, radio representa- 
tive, has transferred Hal W. Hoag 
to Los Angeles as manager of that 
office, succeeding H. J. Taylor, re- 
signed. Mr. Hoag, who assumes his 
new post Dec. 1, was formerly with 
the Chicago Tribune and Marshall 
Field & Co. 


“T heard about the 


new Dodge on 
Major Bowes’ 
program over 


WMBD! . . .went to ° 


see it yesterday!” 


Dentists, doctors, druggists, lawyers. 
liste 
M B D, the ONLY radio sta- 
tion in Peoriarea that completely 
blankets and serves its concentrate 
population of over 605,000 potential 
With an annual income of 


ministers, teachers . . . ALL 


to W 


buyers. 
over 80 million dollars, 


Peoriarea 


has an average of $491 per capita 


to spend every year... 


ing an almost 50-50 balance betwee 


What be 


a th 


« Netronal 


industry and agriculture. 
ter spot could 

you ask for to 

test any radio 
sales campaign 
effectively? 


represent- 
n 
t- 


vy, 


P 


Herbert S. Waters, president of the Advertising Club of Newark, 
N. J., reports that at the end of formal solicitation of funds to pro- 
vide ambulances for England sufficient funds have been accumu- 
lated for five units at $1,350 each. Two more ambulances may be 
provided from funds arriving late. . . 

Stuart Du Bois Cowan, Jr., associated with his father in the ad- 
vertising firm of Cowan & Dengler in New York, was married Nov. 2 
to Miss Pauline B. Horn, of Orange, N. J. . . M. Oakley Bidwell, 
Serutan a.m., has been given a year’s leave of absence by Healthaids, 
Inc., Jersey City, N. J., while serving as assistant adjutant general 
of the 27th division, stationed at Fort McClellan, Ala... 


PLEASANT WAY TO DISCUSS PLANS 


Ward Wheelock (center), president of Ward Wheelock Company, sailed up the 
Hudson in his schooner to visit his new partner, Carroll Rheinstrom, for a secluded 
discussion of new Seagram copy plans at Rheinstrom's country place in the Berk- 


shires. Sunday afternoon, Rheinstrom, who is vice-president in charge of the 
agency's New York office, and Wheelock sailed down to New York. Mrs. Rhein- 
strom (at left), who was formerly in the advertising business herself, provided 
a critical audience. 


Time moved back 20 years on election night for Leo Rosenberg, 
v.p., Lord & Thomas, Chicago. A veteran of the pioneering days in 
radio, he was handed the first few ballot returns by Graham Mc- 
Namee for broadcasting over the NBC networks. As a Westinghouse 
employe back in 1920, he was the first man to broadcast election 
results. .. 

W. B. Johnson, s.m., Bristol-Myers Co., 
Drug Store is No Place for a Tombstone” in the November Fair Trade 
Sales Stimulator. By which he means that smart druggists don’t bury 
their money in inventory of unknown items. . . Melvin Gerard, prom. 
mgr., Family Circle, was another adman holding draft No. 158. He’s 
unmarried, but contributes to the support of two relatives. . . 

Al Taranto, time buyer at William Esty & Co., is honeymooning 
with the former Ninette Joseph, of BBDO’s time buying dept. They’re 
due back Nov. 25th. . . Stanley J. Quinn, Jr., of J. Walter Thompson 
Co.’s radio dept., will take a bride with him when he sails for his new 
JWT job at Sydney, Australia. His father, Stanley J. Quinn, Sr., is 
the Manhattan publicist. . . 

Herb Kenny, pres. of the Advertising Club of New Orleans, a di- 
rector of the AFA, and a.m. for the Maison Blanche dept. store, has 
been appointed chairman of the committee on advertising tie-ups for 
the New Orleans Community Chest campaign. . . William T. Harter, 
New Orleans Public Service adman, is chairman of the N.O.C.C. cam- 
paign publicity committee. . . 

Ted Nathan, asst. gen’l mgr., 
exec. v.p., Blackstone Co., 


writes that “The Modern 


Dreier Hotels, and Jack Steiner, 
co-authored the first Hotel Promotion Work 
Book, a $10, 448-page book un- 
veiled at the National Hotel Ex- 


EDITOR THINKS 


position. .. 
Herman Jaffe, New York 
printer well known in advertis- 


ing circles, is supporting the 
British cause by blood donations 
through the American Red Cross. 
He’s just been tapped a second 
time. . . BBDO will have to get 
along without Ed Curtin for the 
next year. As a reserve officer, 
he was subject to call to active 
duty. He has just been sum- 
moned by the Army... 

Harry L. Williams, v.p., 
American Colortype Co., Chi- 
cago, was hospitalized after an 
Armistice Day auto accident but 
he’s coming along nicely. . . L. 
Martin Krautter, a.m., Crosley 
Corp., Cincinnati, welcomed 
daughter No. 2 Nov. 4. Mrs. 
Krautter writes under the name 
of Elisa Bialk. . . 

Mary Hunter, of the music 
rights department of KGO-KPO, 
San Francisco, will marry Alec 


Fred Toy, of Cincinnati Gas & Electric 
Company, is editor of the Public Utilities 
Advertising Association bulletin, and as 
this picture indicates, is having a devil 
of a time filling the paper. The picture 
went to members with a plea for contri- 


: Petry, head of the NBC music 
butions. library in Hollywood, come Jan- 

_ een “a uary... 
When Henry Ewald, president of Campbell-Ewald, was intro- 


duced at the outdoor art exhibit in Chicago recently, a series of en- 
larged photos, showing his development from babyhood to the present 
time, dramatized his rise to fame and fortune very successfully. Mr. 
Ewald is now promoting the thirtieth anniversary dinner of the De- 
troit Adcraft Club, which he founded in 1910. The dinner on Dec. 6 
will be addressed by William Knudsen, head of the National Defense 
Commission.—Incidentally, the date of the dinner has caused a change 
in the date of the annual stag of Chicago Post, American Legion, 
from Dec. 6 to Nov. 29... 


wark, Santa's Sleigh 


| 

| Corning, N. Y., Nov. 13.—T! 
|Corning Glass Works is preparin 
to conclude what it calls “the grea’ 
‘est sales year in Pyrex ware’s hi 
‘tory’ with an advertising and pr: 
/motion campaign which it hop 
| will send Pyrex sales vaulting 

| still higher peaks during the Chris 

/mas gift season. 

Publications scheduled to conv: 
selling messages to retail custome 
include: American Home, T/» 
| American Weekly, Better Homes 
Gardens, Brides’ Magazine, Chica 
Tribune, Country Gentleman, Far 


Journal & Farmer’s Wife, Good 
Housekeeping, Household, Ladi: »’ 
Home Journal, McCall’s, Mov e 


Story, New York News, Philadelp/ 
Inquirer, Romantic Story, The Sa 
urday Evening Post, This Wee 
True Confessions and Woma) 
Home Companion. 

Sets in gift boxes together wi: 
such point-of-sale material as car 
board inserts simulating food 
Pyrex dishes will be a part of tie 
Christmas campaign. Batten, B: 
ton, Durstine & Osborn is the agen 


—— 


~ 


~ ma ' 


Adopts New Trade Name 


Bailey, Green & Elger, New Yor':, 
has adopted the name B. G. E. Orix- 
inales to identify its buttons, cli 
and buckles and during 1941 w: 
launch a campaign to publicize the 
new name in fashion magazines, 
pattern publications and business 
papers. Federal Advertising Agenc\ 
New York, has been appointed 1 
handle the account. 


WLAW Joins CBS 

Station WLAW, Lawrence, Mas 
has joined the basic supplementa’ y 
|group of the Columbia Broadcast 
ing System, becoming the 122nd 
affiliated station. 


f 


Tolford Joins Burgoyne 

H. C. Tolford, formerly with the 
| Key Advertising Company, Cincin- 
‘nati, has joined John Burgoyne, 
Jr., to form the Burgoyne Grocery 
| Index. 


“Automobile Topics’ Moves 


Automobile Topics has moved its 
|New York offices from the Edison 
Hotel to 489 Fifth avenue. C. H. 


Cowling remains as Eastern man- 
| 


| ager at the new address. 


EYE" CATCHERS 


is Margarct Johnson—m 


ow it’s the UPSWEEP 
POMPADOUR! 


Who the hell 


they change their hair-dos every 


Tust a lot of hooey! 


ha ho? WHO, indeed?? Not a soul ng 
illions of WOMEN who buy_your . 
The U phedied EE P Zz mp stops THE M \\ 
mez thine » you) be ist , 
EVE “CATCHERS catches 1 
ashes out fresh erery month, No 
| I we l-in-the-middle dames in E. C 
| Streamline vour selling job with s ° 
| 


second, life-like, eye-catching phot 
CATCHERS does it for you QU! 
CHEAP 


FREE OFFER! $0"! 
| EYE‘CATCHERS, ‘NC. 
10 East 38th Street, New '° 
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NATIONAL GAME ress has been made by organized were dependent upon the business throughout the country. “They are keenly alert to the prob- 

advertising itself in raising the|of advertising—and they are the The federation’s constructive | lems advertising is facing. They are 

standards. ones who took the initiative and work in the consumer field was pre- | taking their jobs more seriously 

“At a meeting of the Federation | pushed the broom. sented in detail by the chairman of | than ever before. Many of them 

, Board of Directors in New York on “Now that a grand job has been the Advisory Council of the Bureau | are carrying out highly constructive 

Will It Ever Replace Friday last, we took a little time to | done, we find that the unfair criti- of Research and Education, Allan T. | educational activities, both for the 


review the results of the 35 years’|cisms are coming from outside | Preyer. Mr. Preyer is vice-presi- | benefit of their own members and 
|\work by advertising men them- |sources—usually with an ulterior dent of the Vick Chemical Com- |also with the hope of bringing about 


Baseball? 


| selves through the Federation and motive. pany. The ten-year educational |a better understanding of the func- 

,other organized groups. “Advertising leaders are by no program of the Bureau was re-/| tions of advertising among the con- 

means adverse to criticism from viewed and highly commended by |sumers. It is my opinion that we 

Proud of Housecleaning , those who mean to be constructive. | the directors. | can be very proud of the work 

“We can well be proud of the! “Businesses with large and small Visits 25 Clubs | which these clubs are doing. I know 

housecleaning that has been done | investments in advertising welcome of no Federation club that is not 

when we look back a few years at | that kind of criticism and will profit President Elon G. Borton told of | sponsoring some activity for the im- 

ye drole. the conditions as of an earlier date | by it.” his visits with advertising clubs in| provement of advertising and the 


compared with those of the present.| Mr. Garrett declared that the | the Middle West and Southwest. He | increasing of public acceptance of 
“The astonishing thing is that this | Federation’s program this year pro- reported that he had personally con- | advertising.” 

|broom-sweeping started because of vides for a strong counter-attack, |tacted 25 clubs since the Federa- Edgar Kobak, chairman of the 

the far-sightedness of those who / not only from national headquarters | tion’s convention last June. Federation finance committee, and 

had their money invested in the ad- | in New York, but from the numer- “We don’t need to worry about/J. A. Welch, Federation treasurer, 

vertising business, or their jobs ious affiliated advertising clubs our advertising clubs,” he said. | reported healthy finances. 


MUNSINGWEAR 


fruits 


POL NDATIONS HOR (Obs te Te | 


Walter Winchell found this Munsing- 
wear half-page in Life amusing, says 
Kenyon & Eckhardt, Munsingwear agency. 
Few women can keep up the necessary 
exercise long enough to do their figures 
much good, the campaign insists, hence 
Munsingwear makes itself available as a 
substitute. 


* 1 AFA Readying 
. | Counter-Attack 
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es New York, Nov. 11.—That defi- 
its nite moves in the direction of an 
on offensive against unscrupulous at- 
H tacks on advertising can be ex- 
in- pected in the near future may be 


deduced from a statement issued 


— last week by Paul Garrett, vice- | HERE’S THE PREDICTION 


president of General Motors Cor- 


— who is chairman of the | The election’s over but as the shouting and tumult die away we'd Based on The TIMES straw poll 

ar er . ¢ | ‘ ‘ . . . ** hic > » > f 

“9 eo a gig phate sone like just once more to “point with pride” to the aceuracy and con- which appeared on the Monday 
America. is the opinion o , TL. TIRERC : , Wier edi lecti 

Rnteue ts the pa oes Dalene. | sistency of The TIMES state-wide straw poll in Hlinois. preceding election. 

tion,” he said, “that advertising in- | Its impartiality is dramatized by the fact that it picked as winners 


terests should launch an offensive | two Republicans and two Democrats. No riding along on the band 
against unscrupulous attacks against wagon of our favorite candidate but scientific and accurate reporting 
advertising, and that advertising alone account for the results. 

has been on the defensive long 


; ea = AG TOWNS 
enough.” This 1940 record repeats the history of 1936, when The TIMES PRESIDENT Pet. 
. ° ° a / ef Roosevelt (Dem. 42.03 

“We know, of course, that adver- straw poll was within 3/10ths of 1 per cent of the actual vote for pres- Willkie (Rep.) " 
tising has its short-comings. It is | ident: and of 1939, when its prediction on the Chicago mayoralty - woinins ot ree OOeaV EL 
not all 99 44/100 per cent pure. | election was only 1/20th of 1 per eent away an amazingly tiny margin cairo Gases WEEE, CASS par 3 
Some of it might rate a good deal of error of only 500 votes in a million, ‘| Slattery (Dem.) 55.00 
lower from the standpoint of ethics, —— a a 


59.41 
: ! Ac > os > ‘ 1 3 Fi ‘tte ry i P ; ves SLATTERY, 49.62 per cent; 
but some mighty satisfactory prog- As one of our readers so aptly put it in a letter to WHAT THE , 


PEOPLE SAY: 


| Hershey (Dem. 
Green (Rep.) 


° 46.49 6051 $ 
E6123 per cont) ives HERSHEY, 48.77 per cent; 
vn | GREE 
"| STATE 7 
1| Courtaey (Dem 58.18 43.23 y 
a 


Nelson (Rep.) 418 


53.96 
A. 8. EL 


The accuracy of your TIMES 
straw ballot gave me the creeps. 
How @o you do it each election? 
You frighten me with your magic. 


: (Weighing of results gives COURTN , 55.71 per cent; 
NELSON, 44.29 per cent). 


sons = —— } 


Yet it’s all there in the paper every 
day—nothing up your sleeve. And 
the day after election you're right 
—as usual. I'm quitting Gallup. It's 
The TIMES’ poll for me. 

8. A. G. 


HERE’S THE RESULT 
No, sir, there’s “nothing up our sleeve” except good, factual, conscientious report- 


ing and it’s “in the paper every day.” It’s the reason why our circulation has grown Based on the latest available 
to a new high net paid average of 424,250. And the continually growing confidence election returns. 

of readers is reflected in the returns to advertisers. The reader's ability to rely upon 
what he reads in the editorial columns is carried over into advertising and produces 
the kind of buying response that can never be measured by mere circulation figures. ILLINOIS VOTE FOR 
It is the intangible quality that results in advertisers saying again and again, “TIMES — ; : 


ads click.” ROOSEVELT (Dem.) 51.12% 


BROOKS (Rep.) 50.17°/, 
| ‘THE ‘TIMES GREEN (Rep 52.66%, 
CHICAGO'S PICTURE NEWSPAPER COUNTY VOTE FOR 
NATIONAL REPRESENTATIVES COURTNEY (Dem.) 59.64°/, 
ine. Kay Pyle, Gen. Moe. RABIDWELL © SAWYER-FERGUSON-WALKER CO. ANGiER 
bork SAN FRANCISCO NEW YORK DETROIT CHICAGO ATLANTA 
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| tribution at Batavia, Ill. The next 
|few years were devoted largely to 


Campana Reviews 
a Full Decade 
of Broadcasting 


sale druggists felt that there were 
too many lotions on the market and 
|} were lukewarm to the newcomer. 
The whole outlook was far from 
cheerful. 


Broke Rule No. 1 


experimentation. Retail and whole- | 


(Continued from Page 1) When Italian Balm startled the | 
agency pointed out, however, “Cam- | 'adio world with the first of its long 
pana knew that a large part of the | Series of “First Nighter” programs 
lotion business was made up of| ‘on that cold evening back in 1930, | 


unadvertised brands and unbranded | it broke one of the cardinal com- 
compounds, such as glycerine and_/| |mandments of the advertising world 
rose water and it was this market | by directing some of its fire on areas 
that the company sought to win.”| Where it had no distribution. WJZ, 
In its winning Campana brought|New York, was the key station of 
satisfaction to the public and profit|the Blue network, and it was situ- 
not only to itself but to a host of|/ated in a market which was not 
old and new competitors. Italian|@¢mbraced in the 22 states where 
Balm indulged in a thrilling neck| Italian Balm was available at the 
and neck race with the old-time|time. No salesmen had contacted 
leaders, who found their own vol-|the trade in New York and theo- 
ume miraculously expanded. The|'etically this new advertising was 
opportunists who constantly scan|S0wn in barren soil. Actually, the 
the horizon were presently on hand| Program resulted in a_ flood of 
to share some of the new abundance | °'ders from alert retailers, quick to 
also. sense the potentialities. The same 

While Italian Balm had been a| Process was quickly repeated in 
favorite in Canada for many years, | Other cities and one year later dis- 
where it was originated about 1881, | tribution was wide enough to justify 
it was not until 1926 that a group| Use, not only of a coast-to-coast 
of United States business men/| network, but of national magazines. 
brought the product to this country, 
beginning manufacture and dis-|trail when it 


essayed to present 


“First Nighter” pioneered a new) 


"STAR SPANGLED SELLING" FOR CEREALS 


™ National Defense 
™ begins 
= at Breakfast! 


This full-color copy, with the background consisting of red, white and blue stripes, 
will run as a spread in the January issue of Parents’ Magazine and December 
Hygeia for General Mills, through Blackett-Sample-Hummert. 
is now being used in outdoor postings in California, 
Carolina and Indiana. 


for one carton and ten cents. Th: 
‘price did not begin to approximat 
the cost of the fixture, its purpose 
merely being to eliminate inquirics 
\from the insolvent. In the begir 
ning the factory assumed the enti 
‘burden of distribution. Later 1 
dispenser was made availab 
through dealers in  combinati 
packages. About 3,000,000 dispe: 
ers have been placed in the har 
of users. 


Educating the Consumer 


The idea underlying this ventu 
was not, as might be supposed, tht 
the presence of the wall dispen 
would stimulate sales, but that 
was essential to educate the pul 
to the proper amount of Italiin 
|Balm needed for satisfactory i 
sults. The machine provided 1 ie 
single drop required, and in t is 
demonstration of economy, at lex +t 
proved a hard-working salesman 

For eight years, “First Night 
ran 52 weeks annually, despite te 
|fact that Italian Balm is associated 
in most consumers’ minds with tie 
blasts of winter. During the sum- 


o@# "1 


Wheaties 


The same theme 
New York, North 


Ilinois, 


original radio dramas, 
plete in one program. 
ule was formidable enough to give 
pause to the most ambitious pro- 
ducer. 
numerous 


restrictions imposed by 


A lot of people we know 


won't listen to this program 


B..: that’s because a lot of people 
you and I know are advertising men— 
people who don’t get much kick out of any 
daytime drama and who aren't entertained 
by household hints. Yet because they can 
recognize good things even if they have no 
personal appeal, a lot of them buy KGO's 


Home Forum. Here's why! 


It’s a very different story with your 
customers—the homemakers. They'll tell you 
that KGO’s Home Forum, and the useful 
household and menu tips from its Mistress of 
Ceremonies, Ann Holden, are both pretty 
swell. (We've got letters galore to prove it.) 

Home Forum will put your message on San 
krancisco’s second biggest station. It will give 
you a show of established reputation, complete 
with experienced, popular talent.(Ann Holden 
has broadcast to Pacific Coast housewives for 
the last 12 years.) And Home Forum will give 
you a chance to do a real radio job in Northern 


Calitornia on a small budget. Total cost per 


18 


prog ram as low as. 


Hlome Forum. 


Se ee ee N 


~ Represented Nationally by c 


Oo Set see ee es 


Px ates > e er 


Or write KGO for a ful 


SPOT Sales Offices ! 
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Ask your nearest NBC Spot Sales Representative about 


l presentation. 


Pe NS Be 


WORK OLERELA 
santase DENVER 
_ FRANCISCO WASHINGTON 


each com- Campana and its agency, the task | vacationed. 


This sched-|seemed almost insuperable. 


When to it were added the | 


|mitted to the belief that the early 


|this code, 


}humor and 


| citizen. 


tions laid down for 


| lished 


mers of 1936 and 1940, the progr: m 
This policy seems to 
have been adopted chiefly to p 
vide the sinews of war for som« 
| the new products which have bi 
The company’s views may be re-|added to the Campana family, 
garded as anachronistic by many.|which Dreskin is probably b 
It held that radio is strictly a family |known. It does not mean, accor- 
affair, in which children, as well as|ing to the agency, that sumn 
their elders, may join. It was com-|radio has not been profitable. 


Made for Families 


Se ee ae 


Enjoys Unique Rating 


“First Nighter’ has consistent 


virtues of the country persist and 
are repeated in each generation. 
The typical citizen, according to ranked with the 15 most populir 
is a hard-working, God-| programs on the air. It has, how- 
fearing person, distinguished by | ever, enjoyed one distinction which 
love of fair play, keen sympathy it shares with no other. Last winter 
for the underdog, a strong sense of |it was the only radio show found 
antagonism to over-| among the first 15 in all four in- 
doses of sex and crime. 'come brackets. Since Italian Balm 
The “First Nighter” program was;May be bought for a dime or a 
designed to appeal to this average | dollar, this universal quality of the 
In addition to the restric- | Pprogram’s appeal has something 
the plays, the | more than academic significance. 
appropriation itself did not permit Returning to the artistic aspects 
lavish expenditures either for estab- |Of “First Nighter,” it gave the now 
writers or “name” actors, eminent Don Ameche his first 
since Italian Balm is a long-lasting | chance to try his wings. Ameche’s 
product, bought only three or four | first “appearance” was as an under- 
times a year by the most faithful | Study, or “stand-by.” Later, 


. } . 
as his 


“user. talents became manifest, the pro- 


jing three complete acts in 


|Nighter” were set down in a five- 


| the traditional printed rejection slip | 
} 
| 


| jury 


The ultimate decision was to em-|8ram moved to Hollywood tempor- 
ploy capable, though unknown tal- |@rily so that he might answer the 
ent, and to develop the latent gifts call of the movies. Barbara Luddy 
of aspiring, if obscure playwrights. |@2d Les Tremayne have made sub- 
A jury of three was named to select stantial reputations as stars of the 
the resulting tabloid plays, present- | “First Nighter,” but the show itself 
some- | Overshadows any of its component 
thing like 18 minutes, and creating Parts. In the light of tragic world 
illusions without the aid of foot- events, Campana has tended to give 


lights, grease paint or any of the its audience respite with somewhat 
other properties which the theater | !ighter plays than of yore. 


summons to its assistance. This jury, “First Nighter” scripts have had 
scans more than 1,000 scripts a year | Various adaptations which have 
and the hard-working cast re- Yielded extra income to the authors 
hearses three programs for every 29d Campana. The latest prop: sal 
‘one actually put on the air. The |'S to make a series of movie shorts, 
comprises two men and one. but this deal has not been definitely 


‘woman, all far apart in age and Closed 
| viewpoints. 


einidh tim Won Names Ivey & Ellington 

: | The Philadelphia Gas Works 
The requirements for the “First!Company has appointed Ivey & 
Ellington, Philadelphia, as agen 


page mimeographed folder and} 
given wide circulation. When the 
manuscripts began to flow in, every 
author received a personal letter, 


S 
au 


being discarded. These ambitious | 
writers are nursed along when any 
promise whatever is evident in their 
work. This long-range wrestling | 
with the creative instinct has been 
a heavy burden, but it has yielded 
dividends and exciting discoveries, 
as witness the case of the convict 
in a state penitentiary who has be- 
come one of the most prolific con- 
tributors to the “Little Theater Off 
Times Square.” 

So much for the infinite pains 
taken to make the programs both 
wholesome and interesting. Cam- 
pana Sales Company is equally un- 
orthodox on other points. It doesn’t 
believe in advertising its media. Its | 
radio programs sell Italian Balm 
and its magazine copy does the same 
iwithout any reference to “First 
Nighter.” No newspaper copy is 
|used to win a radio following. Only 
on rare occasions is the program 
mentioned in retail display material. 

An effective innovation, in which 
la large sum was invested, was an 
|automatic dispenser, made available 


x ~~ 
VeRaAVING COM 


* NEWYORK » 


PHOTO-ENGRAVING in color proc: 
Ben Day, lin: 
WET PROOFING on Four Claybour 


black and white, 
automatic 4-color proofing pres 
. DAY and NIGHT SERVICE. 
304 E. 45th Street, New York, \. ) 
Phones: MUrray Hill 4-0715 to 072 
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NEWEST VITAMIN 


View. YOU CAN GET YOUR 


VITAMINS Bi, Bz (G), € ana D 
IN A CANDY MINT 


oa VWITA-MINT supplies the 
oo yo daily requirement of these 4 essential 
vitamins for on adult or child . . 2 . vor omy 1O« 


Weenies are oo cematiel @ tea ~ sao he aan) | GRAND © 1080 te Gate eee oun © | 
| 
= | 


Introductory newspaper advertising of 
Vita-Mint, candy vitamin roll, produced | 


by Pine Brothers, Philadelphia. 


‘Vita-Mint Joins 
Vitamin Parade _ 


to Market Place 


Philadelphia, Nov. 13.—Proof of | 
the potent merchandising appeal of | 
vitamin-content continues to mani- | 
fest itself with the introduction of | 
new products whose sales stories | 
are written about the vitamins con- | 
tained therein. A new multi-vita- | 
min product, trade-marked “Vita- | 
Mint,” introduced here last week at 
10 cents a roll (ADVERTISING poy 
Nov. 11) follows hard on the heels 
of the “One-A-Day” vitamin A and | 
D tablets brought out by Miles Lab- | 
oratories, maker of Alka-Seltz | 
recently. 

Vita-Mint, containing vitamins | 
B,, B,, C and D in candy mint, was | 
introduced by Pine Brothers, a sub- 
sidiary of the Life Savers Corpora- 
tion, by Western Union messengers 
delivering a free carton of 12 Vita- 
Mint rolls to each of 3,000 drug, 
confectionery and cigar stores in 
Philadelphia, Camden, N. J., and 
Chester, Pa. 

On the completion of this dis- 
tribution copy appeared in the 
Philadelphia Inquirer and the 
Philadelphia Bulletin, a test sched- 
ule calling for a total of 5,950 lines 
appearing in 400, 250 and 150 line 
insertions in that order. 

Packages containing four sample 
rolls of Vita-Mint for the use of 
physicians, accompanied by a letter, 
to be sent by mail, is the next im- 
mediate step in the sampling cam- 
paign. McKee & Albright, Phila- 
delphia, is handling the advertising. 


Wilmet Heads Own Firm 
Georges Wilmet has formed his | 
own industrial design firm, with 
purchase of deVaulchier, Blow & 
Wilmet, Inc., New York, of which 
he was president. The new concern, 
under the name Georges Wilmet, 
Inc., with offices at 51 E. 42nd} 
Street, New York, will serve all) 
clients of the former organization. 
W. G. Iselin, formerly with B. Alt- | 
man & Co., New York department | 
store, will be business manager. 


McCandless Joins Wolfe 

_James W. McCandless, formerly | 
in the publicity department of N. W. 
Ayer & Son, has been made pub-| 
licity director for Ralph L. Wolfe & | 
Associates, Detroit. 


MAILING 
| LISTS 
All 


Classifications 


A 
COMPLETE 
DIRECT MAIL 
ADVERTISING SERVICE 


® Addressing 

® Folding 

® Enclosing 

® Stamping & Mailing 
® Printing 

® Multigraphing 

® Mimeographing 


Daily Capacity, 100.000 


Trade Circular Adv. Co. 


27 South Market Street 


Fra. 1182 Chicago, Iil. 


|}advertising work for many years, 


Two Leave Rosette | teat 
tor Mowonsiiian Dealer Training 


Maxwell J. Wihnyk and Ellis J. Program Begun 
Finch, formerly with Rosette Ad- 
vertising Agency, have 
Metropolitan Advertising Company, 
New York, as account executives. 


New York, Nov. 13. — Following 
Jay Amusement Corporation, 


advertising. Mr. Wihnyk is account | staff, Calvert Distillers Corporation 

executive. ' 

| training program designed to im-| 

Callahan Joins Bro e |prove merchandising 

wn encourage better business manage- 

J. C, Callahan, who has been| ment and increase product knowl- 
engaged in both public relations and edge. 


Slide films and other visual train- 
Two | 


has been appointed head of the). : 
public relations division of Burton | ing methods are being used. 
Browne, Inc., Chicago. |films with accompanying 


four years of research in the field | 
Brooklyn, N. Y., has appointed the | py members of its trade relations| was collected 
|Metropolitan agency to handle its 


has launched a nation-wide dealer | men 


have already been produced. One 
features the product and the other 
demonstrates sound selling tech- 


sentences proved successful by past 
use. 

The material dramatized in these 
films and in others to be produced 
over a_ four-year 
period by Calvert trade relations 
who studied conditions in 
package stores and bars. Informa- 


as store advertising, display, public 
relations, store modernization, in- 
ventory control and product knowl- 
edge. 

The program will be carried to 


‘and barmen. Each major Calvert 
|division has been supplied with 
equipment for showing films. E. G. 


‘nique, including the use of selling | Hencke, director of trade relations, 


joined by Calvert | 


is in charge of the program, and 
Robert S. Larkin supervises produc- 
tion and field showing of films. 


Joins Marschalk & Pratt 
Allen M. Whitlock, formerly with 

|Benton & Bowles, New York, has 

|been named an account executive 


technique, | tion gathered covers such subjects |0f Marschalk & Pratt, New York. 


To Tracy-Locke-Dawson 
Denman Tire & Rubber Company, 

| Warren, O., has appointed Tracy- 

| Locke-Dawson, New York, to handle 


sound | the trade at meetings of store clerks | its account 


MORE! MORE! WE WANT MORE! 


The customers came. They liked it, and they demanded more! After all, 


though, the theatre isn’t the only place where fine performance wins the 


appreciation and the loyalty of the “customers.” . . . Twenty odd years 


ago a small organization with great faith and high ideals of craftsman- 


ship won the confidence of a few advertisers who wanted better than the 


ordinary photo-engraving. They bought the faith and the ideals—per- 


formance and reputation were futures, then. The same advertisers still 


buy those ideals today—but they are sharing the resulting skill, never- 


failing performance, faithful reproduction in metal, freedom from trou- 


ble and worry and the utmost in true economy with hundreds of other 


advertisers who also are experienced in buying wisely. Their names are 


in the headlines of the financial columns, and their advertisements give 


color to the pages of the best known publications. Engravings? By Rogers. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
MASTER-CRAFTSMEN OF PHOTO-ENGRAVING 


2001 CALUMET AVENUE e« Phone: 


CALumet 4137 e 


CHICAGO, ILLINOIS 
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NOVEMBER LINAGE FOR CANADIAN MAGAZINES 


19490——_ cr —1939 
Pages Lines Pages 
Mayfair 64.0 42,975 50.3 oie 
aMa i 2 6,782 54.5 8,141 
Car in H I 43.1 0,167 8.6 27,05 
Cha e 6 6,997 35.5 24,837 
Canadian Homes & Garde 40.1 6,97 32.4 1,805 
National Home Month! 0.3 1 32.1 2,457 
tLiberty . 29.1 12,465 27.9 11,956 
Total Group ) 84 180,063 
Display, including poultry and livestock in Canadian Farm Papers 
beFree Press Prairie Farmer... : 38.3 42,168 38.4 42,283 |: 
Family Herald 
ctEastern Edition 41 41,177 7.6 37,566 
ctWestern Edition 0 0,528 8.6 28,648 
me Western Producer .. 20.2 2,202 15.5 16,996 
*aFarmer's Advocate & Hon Magazine 29.1 20,340 24.7 7,274 
Farmer's Mapasias 6.4 18,175 26.3 18,385 
d*Canadian Countryman ».0 17,499 23.7 16,621 
Country Guide & Nor’-West Farm 4 16,112 23.5 16,915 
*Farm & Ranch Review ] 9,57 , 7,084 
Total Group ..... 17,77 201,772 
aSemi-monthly; both issues included 
bOctober linage 
Weekly October linage. 
*Figures supplied by Publishers’ Information Bureau 
cS issues 1940—4 issues 1939. 
daBi-weekly. 
| Mr. Davis will continue to be 


Gillette Expands 
Radio Advertising 


Gillette Safety Razor Company, 
Beston, Mass., has expanded its 
radio advertising with the addition 
of repeat broadcasts by Elmer Davis 
to the West Coast and Rocky Moun- 
tain area over the Columbia Broad- 
casting System. The news commen- 
tator is being heard for five-minute 
periods over nine Western stations 
on Tuesday and Thursday nights. 


|heard over 50 CBS stations in the 


Eastern and Central zones on Tues- 
day and Friday from 8:55 to 9 p. m. 


New Labs for Kroger 


New laboratories of the Kroger 
Food Foundation, located in a re- 
cently completed $750,000 building 
at 1212 State avenue, an addition 
to the Cincinnati plant, were dedi- 
cated Nov. 12. 


| 


St. Louis Jr. Ad Club 
26 


The Junior Advertising Club of | 
St. Louis will open a series of 


’|approximately 20 sessions Nov. 26 
|which will cover the whole field of | 
| advertising 
| tion, 


planning and 
specialists in the various 
branches of advertising handling 
the sessions. A _ product will be 
selected and the class will carry 
its merchandising from _ research 
through all the major media. 
Advertising’s progress through the 


| past 25 years will be depicted in a 


“Cavalcade of Advertising” meeting, 
climax of the program. Prizes will 
be offered each week to the best 


paper presented on the week’s 


topic. 


Lipton Joins Columbia; 
Bergman to 20th Century 


David A. Lipton will resign Dec. 
14 as publicity director of Universal 
Pictures Corporation, Hollywood, to 
become director of advertising, ex- 
ploitation and publicity of Columbia 
Pictures Corporation, New York. 
He will take over his new position 
Jan. 2. 

Mr. Lipton succeeds Maurice A. 
Bergman, who resigned to become 
advertising manager of Twentieth 
Century-Fox Film Corporation, New 
York, succeeding Arch Reeve, re- 
signed. He will begin his new 
duties Dec. 2 


If you want to get 100% 


market coverage for your advertising 


Your sales department will tell you it does 
not expect to get sales from every man or com- 


pany in its market. 


The best it can hope for is 


Take a tip from your sales department 


sary obstacle 


They found that subscription, instead of being 
an assurance of readership, is only an unneces- 


to controlled and _ selective 


produc- 


some steady customers, some irregular buyers, 
and a lot of prospects some of whom cannot be 
persuaded to try your line. 


In fact, no product, no service that is sold, 
can hope to invade a given market, and monopo- 
That is the “tip-off” for your industrial 
You cannot look for 100% 
coverage for your advertising, when circulation 


lize it. 
advertising. _ market 
in turn depends on the success of conventional 
subscription-selling methods. 


Business publishers know this as well as you 
do. And a group of them who saw that con- 
ventional methods must fail, decided to try un- 
conventional They that what 
determines readership for a magazine is not 
subscription price but the vitality and the value 
of the reading matter. 


methods. saw 


They saw that men will 
read what is vital to their interests, regardless 
of its source, provided it be placed in their 
hands, 


coverage. 

And they made a clean break with tradition. 
They spent their funds on improving editorial | 
matter, on scientific list building and accurate 
control of circulation. 
control of circulation as logical and effective 


and sound as controlled editorial appeal is in 


its field. 


Advertisers sampled the power of this new, 
thorough coverage .... and found the results | 
gratifying. The cautious experiment proved to | 
be an amazing success. 


any C. C, 


facts on this score. 


The representatives of 
A. publication can give you startling | 


You, too, are invited to investigate the ad- 
vantages of thorough, controlled market cover- 
age. Ask the representative of the C. C. A. publi- 
cation in your field to tell you the whole amaz 
ing story. 


And they built up a) 


aif | account. 


THIS ADVERTISE MENT is SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


Bakers Review Hitchcock’s 
Bankers Monthly 


Better Roads 


Industrial Power 


Combustion 


Machine Tool Blue Book 
Hospital Topics and Buyer 


Jobber Topics 


Compressed Air Magazine 


Liquor Store & Dispenser 


Contractors and Engineers Monthly 
Drug Topics Meat 
Dun’s Review 

Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Equipment Preview Py 
Excavating Enginee: 


Golfdom 


Graphic Arts Monthly 


CONTROLLED 


a. £ 


Machine Design 


Meat Merchandising 
Mill & Factory 
Modern Machine Shop 


CIRCULATION 


New Equipment Digest 


Petroleum Marketer 


Industrial Equipment News 


Pit and Quarry Handbook 
Premium Practice 
Progressive Grocer 
Purchasing 

Roads and Streets 

Rug Profits 


Soda Fountain 


Super Service Station 
Tires 
What's New 


Wood Products 


in Home Economics | 


PUBLICATIONS 


| 


————_ ‘Lome tor 


6 HORRY HEY wom 


™w 
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during December. 


Color Spreads 
for Seagram Line 
During Holidays 


New York, Nov. 12.—Holiday ad- 
vertising of Seagram-Distillers Cor- 
poration, slated to appear in the 
\entire Seagram newspaper list of 
several hundred papers and in eight 
|magazines, will be built around the 
“home for Christmas” theme, it was 
learned here today. 

A noted American artist, Harold 
|von Schmitt, was commissioned to 
paint a picture depicting the holiday 
homecoming of a sea captain back 
in 1857, the year Seagram was 
founded. This painting, plus a 
Christmas message by the adver- 
tiser, will be linked with selling 
copy for all six brands in the Sea- 
gram line. 

Full-color spreads will be used in 
| Collier’ s, Cosmopolitan, Esquire, 
| Liberty, Life, Newsweek, Redbook 
and Time. Magazine copy will be 
adapted for newspaper use, with in- 
sertions planned which will also 
|combine the institutional and sell- 
ing approach. 

The painting, along with slogans 
such as “Only the Finest Is Fine 
Enough for Christmas” and “Say 
|Seagram’s and Be Sure of the Fin- 
lest” taken from publication copy, 
| will also be used in holiday win- 
‘dow and counter displays. Ward 
| Wheelock Company is the agency. 


Callaway Mills pore 


‘Grey ; Plans Towel Salon 

Callaway Mills, La Grange, Ga., 
maker of towels, bath mats, rugs, 
draperies and laundry textiles, has 
appointed the Grey Advertising 
| Agency, New York, to handle its 
The 1941 campaign will 
|put emphasis on bath towels and 
|matching ensembles, consumer and 
trade media being considered. The 
drapery and laundry textile divi- 
sions will continue to be promoted 
in business publications. 

A Callaway Towel Salon will be | 
opened Dec. 15 at Miami Beach, 
Fla., to serve as a retail laboratory. 


N. Y. Ad Club Christmas 


Luncheon to Be Dec. 19 


The 
of the 
York, 
only, will be held Dec. 19. 

Frank Conolly, 
Inc., is chairman of the committee 
in charge. 


Advertising Club of New 


WU to Issue Stamps 


After Dec. 1 Western Union Tele- 


graph Company offices will sell 
stamps in denominations of one 
cent, two cents, five cents, 10 cents 


|}and 25 cents which will be accepted 


in payment for any of its services 


throughout the United States. 


Hudson Names Roberts 


M. M. Roberts has been appointed 
merchandising manager of the Hud- 
son Motor Car Company, Detroit, 
succeeding W. A. James, who was 
both advertising and merchandising 
manager. Mr. James has resign 
because of ill health. An advertis- 


a 


ing manager is to be appointed soon. | 


SELLING SEAGRAM FOR HOLIDAYS 


Christmas on ~ tas 


ve House of Seoqram 


This advertisement will appear as a full-color spread in eight national magazines 
Similar copy will also appear in newspapers in key cities 


Who's Who? 
Mighty Few 
in Advertising 


New York, Nov. 13.—Advertising 


|men are apparently allergic to fame, 


it was indicated today in the first 
occupational breakdown made of 
the 1940 edition of “Who’s Who in 
America.” 

Only 32 men in the advertising 
classification made the grade, ac- 
cording to the analysis undertaken 
by Henry Bern, president of Ray- 
mond Service, direct mail organiza- 
tion. Even experts in animal hus- 
bandry, forestry, pathology and 
entymology fared better. 

Lawyers paced the elite sweep- 
stakes with 2,775 entries; college 
professors were second, 2,753; with 
2,586 clergymen and 1,929 authors 
also in the top brackets. The fact 
that 361 publishers and 42 radio 
men were listed may bring some 
solace to the advertising field. 

If advertising men still insist on 
mourning their poor showing, here's 
another pepper-upper — only one 
malariologist, two ichthyologists and 
two U. S. Coast Guard officers are 
listed. 


annual Christmas luncheon | 
which will be for members 


Oakite Products, | 


Stevens to Anfenger 


J. Hamilton Stevens, who has 
been operating his own studios in 
St. Louis for five years, has been 
| named director of the art depart- 
j;ment of the Anfenger Advertising 
Agency, St. Louis. 


Essley Names Federal 

Essley Shirt Company, New York 
has appointed Federal Advertising 
Agency, New York, to direct its 
jaccount. Magazines will be used in 
addition to local promotion in lead- 
ing markets. 


Schnefel Promotes Two 


Schnefel Bros. Corporation, New- 
ark, maker of La Cross products, 
|has promoted C. W. Gardiner of the 
sales department to the position of 
advertising manager, and R. C. 
Allen to sales promotion manacer. 


NEWSPAPERS FREE 
in Lexincton, Ky. 


Any day a race is not won by « 
horse from the Lexington sree 
The Lexington Herald gives away 
its entire edition. Write for de 
tails about Lexington's rich oppor- 
tunities for advertisers. 


LEXINGTON HERALD-LEAD!A 


LEXINGTON, KY. 
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Tests Accident PROVEN COPY TESTED AGAINST NEW Crowell-Collier 


Policy Appeals oe) Sales Methods 
in Full Pages | <; Target of FTC 


New York, Nov. 12. — North) 
American Accident Insurance Com- | 
pany, which has found a copy ap- | 
peal which produces both inquiries 

nd sales through copy testing in 
the past, is making a new test by 
omparing results from the success- 
ful insertion with those obtained 
from new copy. 

The split-run technique is being 


1M GETTING jlier and Son Corporation, New 


Trade Commission complaint 
with misleading sales methods and 


ABAIING FREMER UNTER POLICY Ones 
WORDLET LOW COS! PROTECIION 


representations in the sale of books 


ane Guana \ 
10, | 4 jand encyclopedias with yearly sup- 


< .. |plements or revision services. 


used. The back page of the Sunday Sateen 22st "a \aaecuse | Se After outlining the charges the 
. . , ~~ vom ® 7 ua bs “ 

magazine section of the New York e' ree ey sc FTC complains that “none of the 

Times is used, with half of the} = : coeere reas ee, a s<mee |respondents’ publications is ever 


circulation carrying the old and 
successful copy and the other half 
the new test insertion. 

Franklin Bruck Advertising Cor- 
poration, the agency in charge, de- | 


“~~, | given as the result of a drawing, or 
F i mon : free, and as a gift or gratuity,” as, 
<atsstuttanacuattamanae, \it SAYS, the respondents held forth, 


a = . \ ——_ . 
ee Ad ee ee and “that the purchase price of the 


so-called free goods is, in every in- 
le in- ‘ F |stance, included in the price of the 
oa ae a —. pp Pinna al ad At left above is the unknown factor, at right the proven successful copy, which ber ~ Bees on ay bor ag bony 
sig — - a © North American Accident Insurance Company tested in a split run. — — sree — 
coupon returns is made, the winning 


;tomer; that in no case do the re- 
copy will be used in a list of Sun- 'spondents sell at actual cost; that 


day magazine sections. Nine Oil Firms O. S. R. Tablets in N. Y. |the sum of $59, represented as a 

The copy which is being used as i ia at ae ae ——- |. | reduced price, is the regular price; 
a norm, having already proven Sued In New Pigg tle Ange: wm Sor and that other claims as made by 
itself by past performance, features < a . 


a large picture of a disabled man Wisconsin Case Metropolitan New York drug stores, | °"4 misleading.” 


holding a check, under the caption | Superior, Wis. Nov. 12.— The |USing two New York newspapers| The FTC also has ordered the fol- 
“Do you want cash oe por mgt | Sostivwentern Oil Company of Su with a twice weekly schedule. Ray- | owing six manufacturers of iy 
The new copy uses the rebus tech- | . ——~ * ~|mond Levy Organization, New /|typewriter erasers to cease and de- 
nique which combines words and |Perior filed a $750,000 action in fed- York, is handling the account sist from uniform price fixing 
pictures to tell a story of generous | eral court here Nov. 9 against nine 


| Washington, D. C., Nov. 13.—The | 
Crowell - Collier Publishing Com- | 
pany and its subsidiary, P. F. Col-| 


¥ OO A WEEK | York, have been charged in a Fed- | 
25: IN CASH //y oval 


of O.S.R. Vegetable Tablets to the respondents are also deceptive 


agreements: American Lead Pencil 


Company, Hoboken, N. J.; Eagle 
Pencil Company, New York; Joseph 


Dixon Crucible Company, Jersey 
City; Eberhard Faber Pencil Com- 


pany, Brooklyn; Weldon Roberts 
Rubber Company, Newark, and 
A. W. Faber, Inc., Newark. 

Misrepresentations also are 
charged by the FTC against the 
Manchester Silver Company, Provi- 
dence, R. I., and the American Hair 
and Felt Company and the Clinton 
Carpet Company, both of Chicago. 
The FTC announces it has received 
a denial of charges of monopolistic 
policies and trade practices from 
the Pittsburgh Plate Glass Com- 
pany. A stipulation has been filed 
by Abram R. Canter, trading as the 
Surgical Appliance Company, Pitts- 
burgh, agreeing to discontinue cer- 
tain representations and price prac- 
tices regarding its corsets and 
girdles. 


Fred L. Shaw, formerly Detroit 
publicity director for Kelvinator 
and Nash, has joined the staff of 
J. Stirling Getchell, Detroit, to di- 
rector De Soto publicity. 
\bernethy Moves 

The E. H. Abernethy Publishing 
Company, Atlanta, has moved to a 


;new home at 75 Third street, N.W. 


benefits paid to policyholders. ‘major oil companies, contending 

Both insertions carry a coupon |that the defendants raised and fixed ra 
offering a free booklet called “Cash | Prices on gasoline and petroleum 
or Sympathy ” offered at no obli- | Products in violation of the Sher- 
> : alld . ns . ar ic ic > 
gation. The same booklet is heavily |™an Anti-Trust act. This is the 
promoted on spot news broadcasts in | latest in a series of Wisconsin cases 
major cities throughout the country. | based on the anti-trust laws, some 
North American has its home office |Of which, when taken to the U. S. 
in Chicago, but advertising is by |Supreme Court, have been upheld 


| ° P , | 7. 
the premier policy department with | by that body. S d D y | | 
pendquarters at Newark, N. J. | The Northwestern company an “unes 1e ( 
charges that it has been purchasing 
gasoline on a spot basis in tank car 


Four A’‘s Plans Eastern quantities each month, and that the 
‘nine firms “conspired to artificially 

Seaboard Conference | increase, fix and maintain spot mar- 
The annual Eastern Seaboard | ket tank car prices.” 
Conference of the American Asso-| The complaint noted that the de- 


ciation of Advertising Agencies will | fendants had been convicted in fed- 
be held Dec. 3 at the Waldorf-/eral court at Madison, Jan. 22, 1938, 
Astoria Hotel, New York. Follow-|on charges of violating the Sherman 
ing a session for agency heads and | act, In carrying out the conspiracy, 
management officers in the morning, ‘large and extensive purchases of 
Atherton W. Hobler, chairman of a? : “rar th oe 
the board of the Four A’s, will gasoline from inde pendent refiners 
speak on current activities at aj|in the east Texas and midcontinent 
luncheon meeting. Another speaker | fields were made at increased prices, 
will be Dr. Harold Lasswell, of the | it was charged. 
University of Chicago, who will! Defendants in the suit include 
analyze propaganda methods em-|Socony-Vacuum Company, Inc., | 
ployed by leading foreign powers. | New York; Continental Oil Com- 
The meeting after the luncheon | Dek acme Pure Oil C any 
will break up into eight group con- pany, LSMWware, SUS VU VOMpany, 
ferences as follows: account execu- |Qhi0; Shell Petroleum Company, | 


entire meeting will be confined to 


we “A ; rs a HEN 

tives, copy, fiscal control, mechani- | Virginia; Sinclair Refining Com- | . tortadege ROSS 
cal production, visualization and|pany, Maine; Midcontinent Pe- | wee Sevens the first 
art, outdoor, radio and media. The |troleum Corporation, Delaware, and | American flag, Southern 


‘the Phillips Petroleum Corporation, California lay buried in 


members of the Four A’s and their | Del 


staffs aware. The case will be tried | sand , . . unbounded and 
staffs. next spring by Federal Judge Pat- | unrecognized! Today over, 
rick T. Stone, who also presided at | $70,500,000 worth of citrus 


NBC Promotes Van Etten {the oil company trials in Madison. | fruit alone grows annually 


Floyd Van Etten, in charge of ne eee in this reclaimed desert 
sales traffic for the NBC-Blue net- | area; 80°; of the oranges 


work in the Central Division since Bucke e to Beeson cr ‘ 
early in 1940, has been placed in Y 82/470 of the lemons and about 80°; 


Sarge ot NBC-Hed, NBC-Bluc, pot |,gbuckex® Brewing Company bas) of the agrapefruit are provided the 
ea local Sales traffic in the NBC Toledo, to handle its advertising. United States and Canada by 
~entral Division. |An expanded use of newspapers is Southern California ... the richest 
/planned. agricultural center in the world. 

a Water is lifeblood to the 15,000 

‘Taylor to Ceder growers...to their 170,000 neighbors 

Alex Taylor & Co., New York, for whom the industry provides a 

has appointed Rex Ceder, New livelihood. To get it, the Los Angeles 


York agency, to handle its advertis- | 


f Examiner fought for Boulder Dam, 
ing. Newspapers, general magazines, | 


college and school publications, di- | the Colorado River Aqueduct and 
rect mail, catalogs and possibly ra- | All-American Canal ... and WON. 
dio will be used. The Examiner publishes a daily 


a “Citrus Auction Column’’—the in- 
| [LER & Issue Ford Award Blanks dustry’s barometer. Southern Cali- 


fornia is a vast single community, 


The Sales Managers’ Association r? : 
HUTCH | NGS of Philadelphia has sent out nomi- | bound together by climate, agricul- 
nating blanks for the fifth annual ture and oil. Small wonder then so 
Howard G. Ford Award for the many folks look to the Examiner for 


most efficient distribution activity, 
to be presented in Philadelphia 
J April 21, 1941. | 


their reading ...their buying advice. 


Falls, to accept a similar position 


Ps 


n Southern California 


Gold! 


gt a LOS ANGELES EXAMINER 


mercial manager of WHLD, Niagara Represented Nationally by the RODNEY E. BOONE ORGANIZATION 


PHOTO-ENGRAVERS | Mitt KOCY: Oklahoma City. | YOUR BEST SUNDAY PUNCH! 


IN CHICAGO Gallagher to Atlanta 


Neil Gallagher, formerly of | 
Rochester, N. Y., has been named | 
advertising manager of Rich’s, Inc., 
— Atlanta department store. 


$1.495 per line. 


The Sunday Examiner Alone Reaches 566,175 Families for 92c per line. To Cover 
The Same Area It Requires The 8 Other Southern California Papers Combined at 
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Pies Men Ask ioe [hav plier ly ae: gd NOVEMBER R ADVERTISING LINAGE IN NATIONAL MAGAZINES 


“at cost.” Goose “ciat ‘Sager ae San tae Sep tne 
7 il : : Pages Lines Pages “ines ages Jines ages sine 
on Merchandise The proposed New York bill will) ¢opyrerar | True Love & Romance (Mac.) 25.6 10,983 33.2 14,26 
S ld to Em loyes follow the present Wisconsin statute | Fortune ..................5- 91.4 57,749 89.0 56,248 | Radio Mirror (Mac.)........ 24.1 10,327 31.4 13,46 
: to j | Esquire (N. Y. Metro. Ed.)... 71.9 48,301 75.3 50,624 | Modern Romances (M. M.)... 22.9 9,811 34.8 14,91 
o Pp in its broad outlines. | Esquire (National) ......... 61.5 41229 68.8  46,256| Romantic Magazine (F.).... 23.2 9,752 26.1 10,95: 
Rochester, N. Y., Nov. 14. —The | ———EE | House | 57.9 36,567 70.3 44.405 | Screenland (8.) .....cccscece 18.1 7,782 23.3 9,977 
New York State Shoe Retailers As- New Philco Division | American Home ...........- ey ee 46.1 ogee + a tree CBP acnxcneeves a7" oie =~ ay 
> | ‘ Town & CoOuMmery....cccssevee 49. 32,99 55.7 37, OMANG .nccccccccscccccscce ‘ 7,56 8.3 3,8¢ 
sociation has decide da to take the A new sales de partment in the | Better Homes & Gardens.... 51.7 22.660 37.6 SE. FEO | MAIMMOER cccvcccccsecscccsne 17.2 7,436 10.2 4,4 
lead in sponsoring state legislation |Philco Corporation, Philadelphia, to| House & Garden............ 44.8 28,282 38.0 24,018 | Junior League ........... 11.5 7,253 14.3 9,0 
designed to prevent the sale by in-|be called the accessory division, will | *Yachting . see eevecseevesens 44.2 27,926 48.1 30,415 |*Secrets ..... eeesees +s 7.9 $386 6.2 2,6 
dustries to employes of merchandise | be headed by C. E. Carpenter as nce oe Tecrrreriey. 2° * Hy $2.0 = Home Arts Needlecraft..... 2.4 1,617 4.1 2,7 
~ . —~ «£ “1s _ . ac fosmopolitan ........ rer - y 4 2 96.2 24,05 ee eee ae ai ai Sat 
not manufactured by om. mee ne ae neeT, £e., Oe PGlowmter TALS osc ccs i vccvaes 30.2 20,265 38.3 25,707 | eo erry ee --- 664,102 oo 654,21 
is - Sark Tt > » | aSSISte ane phe Ta tic tn Res an fan date _ 9 Or 22 | 
Ernest A. : ark, ebacg of the einen — wv -~ ness ......++.+- re ++ <2 yee | STANDARD MAGAZINES 
association, has appointe a com- qe . = 1€ os corer ererseeeens kg =o _ sod NE, cS aig aa net « 39.7 9.454 29.3 9.° 
mittee to work toward the introduc- | Milius Names Olian |Redbook ......-..-----.-++- 42.5 18,241 42.4 18,181 | Atiantic |........sccsscceee. 328 7,805 321 76 
; ; Milius Shoe C P h an. | nore ecnanics cescee $5.6 88.1 ‘<9 |Current History & Forum... 16.3 3,662 14.6 3,2 
tion and passage of a bill at the Milius Shoe ompany nas AaP-| Popular Science ............ 58.9 : 75.7 16,964 American Mercury 83 1624 122 9’: 
next state legislative session which | pointed Olian Advertising Company, |*Improvement Era ...... 27.0) 11.603 29.3 12568 | 7 I S cevawneaad _ 83 624 22 2 
ie ee Pies hegre St. Louis, Mo., to direct advertising | Sunset Magazine 23.3 10,005 25.7 11,035 | Tote} Grou m 22.545 ase 
would prohibit any factory from | | of its Life-Str ide shoes. A magazine lInstructor ........ is és ee 9,397 14.0 9,595 icin ¢ pio. abiconenrny yials iti is ? age ie 
selling its employes merchandise it campaign will be launched in the Mechanix Illustrated : eee 8,673 43.7 9,785 ™.... TDOOR MAGAZINES 
3 ei s » exren-\lenring « 941. Christian Herald . errr 7,723 22.2 9,506 ield & Stream... .......+ 43.3 18,595 44.0 18,84 
does not produce, with the excep- | spring of 1 be are ree | 7,546 13.1 Ree POMOIOE BEES. Sid ddwnscsancce 34.3 14,727 34.1 14,¢ 
tion of lunches, candy, cigarets and | National Geographic 28.5 6,794 28.0 6,674 | American Rifleman ......... 28.9 2,390 23.2 9,937 
tools used in their work. Some| ‘Burgess Seed Appoints | °Grade Teacher 13.3 5,880 12.8 5,665 | Sports Afield ............++. 25.1 10,772 20.4 8, 
apies io > ¢ 26 49 “4 7¢ s ri 7" 7 7,887 7é 9 
j fact ne lants are offerin Burgess Seed & Plant Compan American Legi n 12.9 5,5 9 14.2 6,079 4g peg ee eee eee 18.4 887 17.6 7, 
manutacturing plants e 8 | urgess pany, | Saratens Culture 12.9 5,519 16.6 T3858 | OMRBOOFSTMAM 66k ccccicivies 15.7 6,740 15.5 6, ¢ 
employes an opportunity to buy Galesburg, Mich., has named Cecil | ¢yxtension “pis 7.7 5,279 7.8 5,375 | Hunting & Fishing.......... 14.3 6,155 18.5 7,$ 
shoes “at cost” for their entire fami- & Presbrey, Chicago, to direct its *Thrilling Group 21.5 4,827 19.8 4,430 | National Sportsman ........ 13.9 5,972 19.3 8, 
= j seep : é .,.|account. Henry Nathan has joined | Scientific American ........ 11.1 4,765 13.9 5,986 | Outdoors ........6eeeeeee eee 6.8 2,908 9.9 4,: 
lies, the association asserts, while the Chicago office as an account | American Boy .............. 6.8 4,625 10.1 6,884 | ————- co 
others have made arrangements to! executive. Child Life ........ cntlaw a: ee 4,515 7.6 3,254 | Total Group ........... ... 86,146 jaa 
True Detective Pw<s ree 4,096 12.8 5,471 i 
HS oi sexiness Lessceeee 8.0 3,439 7.8 3,353 |. MAIL ORDER a , 
*Popular Publications a 3,117 12.0 2,665 | ¢ OSS "= eae ree er ree D.6 3,813 5.5 3 7 
*Dell Detective ............. 7.1 3,045 11.0 4,729 | Mother’s Home Life......... 3.1 2,185 3.5 2 
we tccwe videos eae 2,910 7.2 4,524 ee ———— . 
*Ace Fiction Group..... ... 12.8 2,862 12.0 2/681 Total Group ............ - 5,998 6,142 
| Open Road for Boys..... vee 2,410 8.5 3,648 | OCTOBER ba ana mr peal ane SEMI-MONT Ht. Iks 
| *Moose Magazine ..... cor 2,088 7.0 3,039 | Saturday Evening Post......292.6 198,943 249.4 169 ) 
| *Nature Magazine .......... 4.2 1,784 4.3 1,851 | OTLAfe ....ccccccecccecceree e269 178,779 209.1 142,168 
| Asia ae ns reper eo : 1.6 681 3.2 1,365 ST a dad ws aed ek oe Oh eee 166.6 113,293 159.4 108 
‘ - > eS | TREE AAR De CRN See ReaeNee se 239.0 102,541 242.4 103 
| SOCAL GFOUP .vsccveess - e+. 626,056 ... 659,160 | New Yorker ................215.6 92,501 198.2 85 
e cael oe | Business Week ..........00- 138.3 59,326 118.2 50 
When you think of WOMEN'S MAGAZINES Oo, OEE eee 118.9 50,993 91.4 39,219 
iL ES Sea eee 111.6 70,562 117.9 74,518 | *American Weekly ......... 21.6 41,136 35.5 67,616 
Harper's Basaar ir .. 91.1 61,23 91.1 Bes Se: WORE bacsiceresecuanae 34.8 35,865 32.3 33, 
Mademoiselle .......... .122.3 52,468 55.6 23,860 | Liberty ..cccccsccscsevecens 72.2 30,973 70.3 30, 
ye pine ; aid po oe 418,364 57.1 SE.O47 | PRM CHGS oc ccccscoscces 67.9 29,120 59.3 25,429 
wadies ome Journal 68.1 416,317 60.3 "SOLS. APererererreerrerrerirer rs e 63.6 27,281 61.6 26 
Woman's Home Companion 64.3 43,731 63.0 42'814 Seale Gh. PON cescirenks need 52.3 22,416 18.9 39 
| Good Housekeeping 98.7 42,330 101.1 SE TEE ak cadences ed venea ce eae an 46.9 17,730 51.9 19, 
Parents’ (N. Y. Metro. Ed.).. 63.0 27,013 50.0 TE CUO cee cccacseetsenenaans 40.5 17,387 34.1 14 
TOE svanacexads csecon De 24,424 47.6 20.415 | Look pe oPeteenesaneveucenaee 20.8 14,808 22.3 15,175 
Prue Story td ea os i see ORS 22.646 51.1 Bien | Pee GHEE si cdiacvadveneecs 17.9 12,188 15.6 10,637 
Movie Mirror (Mace.) . 29.4 12,616 37.4 16,039 |Scholastie ... , ios Eee 5,276 11.3 4,847 
Movie Story (F.)............ 29.9 12,657 33.8 18,766|Pic ...... ‘ Serre rer Te 3.2 2,200 5.9 3,986 
True Confessions (F.) « 12,210 29.0 12.185 SS | oe » 
True Experiences (Mac.) 27.9 11,975 384.2 14,654 Total Group .......-005- -++ 1,050,556 «++ 990,374 
True Romances (Mac.) 27.9 11,961 35.4 15,191 | 
ou think of: Motion Picture (F.) 28.0 11,740 32.6 13,694 | *Figures provided by publisher. 
y e Household Coo ere oe reeses 17.2 11,718 16.1 10,949 tPage size changed from 2,086 to 429 lines Oct. 15, 1939 
Modern Screen (M. M.)...... 27.1 11,619 36.1 15,479 +Five issues 1939. 
=Creen Life (F.) se eeees 27 0 11,354 $31.5 13,234 bPage size changed from 636 to 680 lines Jan. 1, 1940 
Holly WOE CH.) ccicccsscess 26.9 11,302 31.5 13,23 Group designations: M. M.—Modern Magazines. Ma: 
a Romances | - & ee 26 0 11,169 10.4 1,464 | Macfadden Women's Group. F.—Faweett Women's 
ROTOPIAY 2. ceccvcesscsceees 16.4 11,154 23.3 15,833 | Group. S.—Screenland Unit. 
M ine Li | | 
agazine Linage Waterman Promotes New Lorenz Forms Agency 
Ld 3) iid 
Changes Little: Line of “100 Year” Pens The Lorenz Research & Advertis- 
‘ L. E. Waterman Company, New | ing staff has been organized in Mil- 
\V Weeklies Gain York, will begin promotion Dec. 1| Waukee by John B. Lorenz with 
lof a new line of “100 year” foun- | headquarters in the P. & V. Indus- 
1, le Chicago, Nov. 13—Women’s/|tain pens in magazines and news-|trial Center. The organization will 


magazines paced the field in adver- | P&PErs. The pen with a century specialize in the preparation of 
|tising during November, showing a eacensee 7 oe introduced baat sales literature developed from sci- 
eer : ..- |December. The new models, in-| entific research data. 
slight gain for the month while ‘cluded in a set for women and two 

| other groups showed minute losses,|sets for men, are made of trans- 
|according to a tabulation based on| parent Lucite in various colors. 
magazines covered by the Publish-| On the magazine schedule are 
ers’ Information Bureau and report- | This Week and The Saturday Eve- - 
jing direct to ApvertisinG AcE. ning Post. Newspapers in 32 cities }— 


and . \ 
the Battle of New Orleans 


poe 


/seiectve 


‘ : " , will be used in addition to the MERCHANDISING >, 
With a total of 664,102 lines for! Sunday magazine sections of the -PAPERS aan KETS / 
November, women’s magazines were |New York News and New York 


| Up 1.5 per cent from the 654,211 Times. Chas. Dallas Reach Com- House Furnishing Review Linens & Domestics 
|lines total of November, 1939. Gen- | pany, Newark, is the agency. Crockery & Glass Journal luggage & Leather Goods 
| on ‘ oi . : 28 : . Corset & Underwear Review Notion & Novelty Review 
jeral magazines, with 626,056 lines _ 


| intonts & Children s Wear Rev ‘Dr A ries 
|for November, were off 5 per cent Four A’‘s Names Gamble a tS sail 
from the 659,160 line total of last E. Ross Gamble, Leo Burnett 
|vear. ie Oe i __|Company, Chicago, has been ap- THE HAIRE PUBLICATIONS 
| Standard magazines 


were down) pointed chairman of the national 
iless than one-half of 1 per cont, |suumntites on agricultural press of 1170 BROADWAY + NEW YORK 
| 1940 totals of 22,545 liaes comparing | the American Association of Adver-| 9gIRGRDENEUM ro DMB CCC ls 
| with 1939 linage of 22,645. Outdoor | tising Agencies. 
|magazines showed a loss of eight- 
tenths of 1 per cent, down from |§f —______— a a a | 


86,851 lines in 1939 to 86,146 this 


year, and mail order magazines 
—With Faithorn Complete Service 


dropped from 6,142 lines to 5,998 
lines, for a loss of 2.4 per cent. 

Weeklies and semi-monthlies, re- | 
porting for October, continued to 
show substantial gains over last 

year. The October total for this This can be accomplished through Faithorn 
group was 1,050,556 lines, an in- 

lcrease of about 60,000 lines, or COMPLETE SERVICE of (1) Ad-setting, (2) Engrav- 

slightly more than 6 per cent, over PRINTING ing, (3) Printing, with art work and layouts — 

all under ONE roof. We think in terms of results. 

Why send cuts to one concern—ads to another 

many blocks away—and then give your printing 

to a firm even farther distant? You can cut costs, 

eliminate worry and save Time, Trouble and 

1 Money by having us do the complete job. 


Yeor Books, Directories, and Seles Manvels in each indus'yy 


lines. 


d 
j 
j 
j 
—_ j 
Haussler Opens : Studio , 
William E. C. Haussler, formerly 

x - a oe ene Ra with the National 
ir 5 ei, Broadcasting Company, has estab- , 
ae Sot lished his own business in associa- j 
j 


50,000 WATTS % tion with the Robert Keene Studios, 


Inc., New York. 


last year’s October figure of 990,374 
Only ONE order and ONE contact necessory. 


allele... ite... 


Bristol Names Chirurg 
The Bristol Company, Waterbury, 
Conn., maker of indicating, record- 


THE FAITHORN CORPORATION 
ing and control instruments, socket 


Ad-Setters @e Engravers e Printers 
CBS AFFILIATE... NATIONAL REPRESENTATIVE ... THE KATZ AGENCY, INC. fa Screws and belt fasteners, has 504 Sherman St., Chicago * Phone Wab. 7820 
. appointed the James Thomas Chi- 


rurg Company, Boston, to handle its 
advertising. 


The greatest selling POWER in the South's greatest city 


len....ttilen,..,tiltin, 


i i. 
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FOR GAS RANGES 


James R. Abrams, newly appointed ad- 
vertising director for the domestic gas 
range division of the Association of Gas 
Appliance and Equipment Manufacturers. 


~ | Walnut Growers 
| Extend Campaign 
| to Spring Months 
Lengthened Drive Fol- 


lows Analysis of Con- 
sumer Buying Habits 


1S Los Angeles, Nov. 14.—As a result 


of data unearthed by the A. C. 
186 Nielsen Company, the California 
Walnut Growers Association will 


abandon its time-honored practice 
of spending the big bulk of its pro- 
motional budget during the fall 
months, and will extend the 1940-41 


April, C. F. Meals, advertising man- 


} 
| 


place being taken by recipe copy, 


lin magazines beyond its former 


-Vomack Heads New Firm 


Plans Cookie Campaign 
with the association’s cook book,|period without increasing the | W. L. Vomack, Inc., has been| Golden Bear Cookie Company 
“Menu Magic ets Nutshell, getting budget, the association | was Te€-' established as a publishers’ repre-|Long Island City, will shortly 
a prominent place in each adver-/luctantly forced to eliminate out-|contative at 55 W. 42nd street, New |launch a newspaper campaign in 
tisement. More than a quarter mil-|door advertising, from which me- 


lion copies of this book are given 
away annually as a result of coupon 
requests. 

As in previous years, all of the 
advertisements in the magazine 
campaign are in full color, most of 
them including natural color photo- 


‘dium it will be absent for the first 
|time in 20 years. 

| McCann-Erickson, Inc., San Fran- 
‘cisco, is the agency. 


Gore Accepts NNPA Post 


York. W. L. Vomack, formerly with 
Ziff-Davis Publishing Company, 
|New York, heads the new firm, with 
|\J. Schwartz, formerly with Bede- 
|vere Mfg. Company, New York, as 
|secretary, and Robert Vallon, for- 
|merly with Syndex, Inc., New York, 
|in charge of promotion. Vomack 
will specialize in representation of 


several territories outside the New 
York area. Insertions will appear 
twice weekly, with the first copy 
scheduled to break in Washington. 
D. C. Arthur Rosenberg, New York, 
is the agency. 


Douglas Bennet Promoted 


. ° . Ty . tas ~— me ¢ Th 

graphs. Media on the list include : same wi?) | Negro media and render a new form 7 vitiiealie ee oe 

1 : H Th r’ , Budd Gore, Chicago News, will of copy service to agencies using Douglas J. Bennet, formerly 
merican ome, e merican |serve as membership chairman of : 


Weekly, Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 


|the National Newspaper Promotion 
| Association for the remainder of 


Negro publications. 


advertising manager, has been pro- 
moted to the position of sales pro- 


‘ ee motion manager of Peggy Sage, 
Journal, McCall’s, This Week, True | the fiscal year. He replaces Ken- Joins Sutton & O’Brien Inc., New York. He has been with 
lst and W ’s H . C neth Mason, New York Sun, who James Sherman, formerly with|the company since 1937 and was 
pone ie aie — om-~ | will leave in January for Falmouth,|N. W. Ayer & Son, New York, has | previously with Atlantis Sales Cor- 


campaign it has just begun through | 


ager of the association, has re- 

— vealed. 
The data showed that walnut 
sales might be greatly increased 
‘tis during the late winter and spring 
vil months, and as a result about 30 per 
se cent of the budget will be spent 
will during these months, instead of the 
“of negligible portion which they have 
oad: previously been allotted. According 
to Mr. Meals, the Nielsen study 
showed the following interesting 


situations: 
Pattern of Retail Sales 


1. While seven-eighths of the 
walnut industry sales at wholesale 
ire made and delivered between 
Oct. 1 and Dec. 31, only about 


f retail stores during that period. 
More than 25 per cent of the total 


less than half that portion of their 


uty 
9 


. 


sas 
LOVE 
ifte: 
bly 
im 
n< 


VOr 


ut during that period. 


seven-tenths of the crop moves out | 


rop is sold at retail after New 
Year's Day, although packers sell | 


Sales during the fall holiday | 


n maintain fairly 
year after year, whereas sales 
the holidays vary consider- 
depending largely on the 
nt of selling pressure exerted 
nsumers through dealer service 
and advertising. 


Walnuts have excellent dis- 
ution in retail stores even in 
pring. More than half the 


s in the country continue to 
walnuts through March and 
and even into May. 

The Bowl Disappears 
association also has convinced 
that walnuts are no longer 
in great quantities out of a 
1g bowl on the dining room 
ing room table. Hence this 
campaign, in addition to be- 
onsiderably lengthened, also 
the passage from major em- 
of “the walnut bowl,” its 


and advertising 
erywhere to 


layout 


investigate 


the Schmitt All-Purpose Drawing 
Tab! It's ain 1 table of high 
est quality yet in the low-price 
yicia See it at your dealers or 


write direct to 


SCHMITT & Co. 
1034 14th ST PLACE DES MOINES, 1OWA 


oe 
ma 


UPS 


constant | 


In order to expand the campaign 


|Mass., with the 212th Coast Artil- 
llery. 


been appointed art director of Sut- 
ton & O’Brien, New York. 


| poration, Rochester, N. Y., in a pro- 


motion capacity. 


THE FTC SAys— 
O!lyou CAN’T SAY THAT!” 


Thus, has the FTC lashed out at many advertisers. 
Restriction and criticism on copy has become so 


ee 


prevalent that advertisers and agencies are seeking 
legal advice on copy 


SO e e e Weve published this book to show you what 
restrictions are being placed on advertising. You'll see 
how the “hush” was placed on those advertisers sup- 
posedly using extravagant copy claims. You'll find out 
what steps the government is taking to protect the inno- 
cent buyer from the wiles of the “city slicker” copywriter. 


It will give you the high-lights of court decisions on 
plagiarized ideas. It will show you how your ideas can 
be “lifted” and used by a competing company . . . and 
it will tell you the kind of ideas and coined words that 
are exclusive property of the company that originally 
used them. The articles on “Ideas—How They CAN 
and CANNOT be Protected,” by Dr. Harry Hibsch- 
man, will be of the utmost interest to you. Dr. Hibsch- 
man also points out how to avoid suits for the invasion 
of privacy and how to protect your company on the 
use of photographs, trademarks and trade names. 


Protect yourself and your company by making this 
hook part of your working library. It is yours, with- 
out charge, in connection with a $2 yearly subscrip- 
tion to ADVERTISING AGE. Or, if you are 
already a subscriber, you may obtain the book by 
entering an advance renewal. 


le 
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HOLIDAY CO 


“Yo Be Opened at Christm 


Kelvinator Yule 
Refrigerator Copy 
Geared to Dealer 


Detroit, Nov. 13.—The bid of the 
Kelvinator division of Nash-Kelvi- | 
nator Corporation for the Christmas | 
refrigerator trade has been keyed to | 
advertising copy portraying a typi- | 
cal dealer telling about the Christ- | 
mas savings on refrigerators which 
he is passing along to his neighbor- 
hood. The first national copy is ap- 
pearing this week in The Saturday | 
Evening Post. 

Two new refrigerators are being | 
introduced in advertising this | 
month. The 1940 theme of “Look | 
at the size. . . Look at the name. . . | 
Look at the price” is being con- 
tinued. The company’s precedent 
of advertising delivered and in- 
stalled prices also is being con- 
tinued, the company absorbing the 


PY 


| 


and ve yy dav thereufles 


This Kelvinator page, to appear in the 

Dec. 7 Saturday Evening Post, departs 

from the usual holiday advertising tech- 
nique to present reason-why copy. 


freight on refrigerator shipments 
from the factory. 


Boys rector of advertising and 
In addition to national advertis- 


sales pro- 


|motion, the Christmas campaign 
ing, according to C. J. Coward, di-|includes radio spots, newspaper 
|copy, window displays, showroom 
|displays and_ special promotion 
MAILING SERVICE™’”  —_- 
a te - ee Blair Names Baker 
-emmeenn, Milena de Blair Laboratories, Lynchburg, 
THE LETTER SHOP, Inc. Va., has appointed Lynn Baker 
440 So. Dearborn St. Wabash 8655 Company, New York, to direct its 


CHICAGO account. 


WANTED 


A Writing Man 


for a Special Kind 


of Writing Work 


A Procressive Cuicaco Acency is looking for a man with a 
unique set of qualifications. 

His primary job will be that of planning and writing mer 
chandising materials of various types, as well as tradepaper ads 
which will interpret the advertising to the salesman, the dis 
tributor and the retailer and show them how to use it. 

We as an agency feel that this type of material too often gets 
attention only after the big revenue-producing closing dates 
have been met. 

We regard this work as of vital importance and want a man 
who will devote himself whole-heartedly to it without any illu 
sions about where he goes from there —a man who has enough 
confidence in himself and a job well done to let nature take its 
course. 


We require: 
Age 
Experience 


advertising agency. 


Approximately 26 to 36. 


At least two years writing experience with an 


Experience in writing under one of the pre-tested copy systems 


a spark too. We are not satisfied with run-of-mine stuff. It must 
be on the nose and interesting to read. 

This man we are after must have sales instinct and be abl 
to produce sales writing. Some actual experience ringing door 
bells would be an asset as far as we are concerned. 


Attitude toward Facts—We want a man who, if adc 
quate facts are not available through the research department 


material with some real gimp to it which is worthy of th 
printing press. 


x~*«* 


We are running this ad to smoke out a really distinctive adver 
tising writer. 

Literally dozens of applicants have walked in to get this jol 

none of them fits. The man we want probably is happily 
working now, and we think we can make him happier. 

An inquiring type of mind, an enthusiasm for the job, ; 
that rare attribute known as “good taste’’—that in a nutshel 
is what we are after. 

Maybe this sounds as though we wanted somebody to rur 


the agency —and maybe someday he will. 


is desirable. We must have a man who knows by training how to 
evaluate the selling points of a piece of copy. But he must have 


or an account executive, will dig for them himself until he has 


talent for presenting the story humanly and engagingly, plus 


Write Box 3191 
Advertising Age, Chicago 


’ 
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NOVEMBER 


Commercial Disp 


Including Poultry and 


r Livestock——- 
1940— r——193 
Pages Lines Pages 
Monthlies 
Country Gentleman 41.6 28,298 42.8 


Progressive Farmer 


Texas Edition ...... 30.9 22,462 29.3 

Georgia-Ala. Edition. 29.4 21,43; 27.7 

Kentucky-Tenn,. Ed’n. 29.2 21,292 27.3 

Carolina-V. Edition... 29.2 21,255 28.3 

Mississippi Edition... 27.4 20,709 27.3 

$All Editions ane 25.7 18.720 24.4 

$Average 5 Editions. 29.4 21,430 28.0 
Cappers Farmer --- 27.6 18,744 26.1 
Successful Farming. 49.6 18,340 41.7 
Farm & Ranch........ 23.0 17,416 21.9 
Farm Journal & 

Farmer’s Wife ...... 40.4 17,325 650.0 
Southern Agriculturist. 20.0 13,998 19.0 
Southern Planter . - 19.3 13,687 17. 
California Citrograph 13.5 9,086 19.8 


*New Jersey Farm & 


GOPGOG sectanee 19.3 8,678 18.3 
Poultry Tribune 
Eastern Edition 18.5 7,943 19.6 
Central Edition » 26.7 »,897 16.8 
Pacific Edition 12.1 »,188 13.7 
Western Edition 12.1 »,179 2.7 
§All Editions ... 11.1 4,780 11.9 
tWyoming Stockman 
TRE sks ndeue 8.3 7,432 4.5 
| *Hoosier Farmer . . 14.0 6,300 13.7 
reeders Gazette - 12.0 5,408 17.3 
| *Kentucky Farmers 
Home Journal ... 6.5 5,103 6.3 


*Florida Grower ...... 
American Poultry Journal 


_ 
~ 
C 

> 
~ 
oo 
— 


Eastern Edition . <>. Tae 4,816 13.7 

Central Edition . oc By 3.414 9.8 

Western Edition ... 6.6 2,831 7.9 

§All Editions .. - 6.3 2,705 Won 
*Ohio Farm Bureau 

De ae ddnawe vena 10.7 4,810 11.6 
Arkansas Farmer 5.5 4,154 3.8 
tAmerican Fruit Grower 9.1 4,105 8.5 


National Livestock 


Producer ‘ err ry 4.7 3,422 
Nation's Agriculture 6.1 2,75 
| *Carolina Co-Operator. 6.3 2,660 
| *Better Fruit ...... 2.3 966 

Total Group ...... 340,001 


Semi-Monthlies—Octobe 
Montana Farmer ..... 23.9 : 
Hoard’s Dairyman os SS8 26.978 19.7 
California Grange News 10.4 


Western Farm Life 19.9 15,564 13.1 
*Oregon Grange 
Bulletin ......++.. -» 13.2 14,770 11.1 
Farmer Stockman .... 19.1 14,415 16.6 
Utah Farmer ......--. 17.6 13,310 10.0 
Missouri Farmer . 7.9 6,220 7.9 
Total Group 115,858 


November Farm 
Monthlies Off 
1%; Others Gain 


Chicago, Nov. 13.—Mixed gains 
and losses were shown by farm 
papers reporting to Publishers’ In- 
formation Bureau and to ADVER- 


TIsInc Ace for October and No- 
vember. 
Monthlies reporting November 


\linage showed a total of 340,001 
| lines for the month, compared with 
|344,334 for the corresponding month 
| of 1939, or a loss of 1.26 per cent, 
for commercial display linage. 

On the other hand, semi-month- 
lies, with an October total of 115,858 
lines, were 21.45 per cent ahead of 


carried 95,395 lines, and bi-week- 
lies rung up an October gain of 8.31 
per cent over last year. Total com- 
mercial display in bi-weeklies was 
367,820 lines, compared with 339,- 
589 lines last year. 

Weeklies reporting for October 
registered a huge gain, their 63,702 


lines total being 30.59 per cent 
greater than last year’s total of 
48,777 lines. Dailies, on the other 


hand, reported a loss of 2.92 per 
cent for the month, with October’s 
total of 231,609 lines off almost 7,000 


555 lines. 


Pepin Heads N. Y. AMA 


has been elected president 
New York chapter of the American 
Marketing Association. Other offi- 
cers are: vice-president, 
|Salisbury, Sales Management; sec- 
retary, John E. Graham, 


| Ryan. 


‘Hoyt Renews Patent 


are used by the agency to describe 


jing. The renewal is for 20 years. 


executive in the Chicago office. Mr 
Ray was Chicago manager of the 
| Katz Agency for five years. Prio) 


Papers and the Kansas City Star. 


their October, 1939, total, when they | 


lines from the 1939 figure of 238,- | 


Rene Pepin, Household Magazine, 
i of the 


Philip 


Graham H 
Research Service; and treasurer, F. . 
Stanley Newbury, Jr., Ruthrauff & | 


| Effective Jan. 18, 1941, the United 
| States Commissioner of Patents has 
renewed for the Charles W. Hoyt 
|Company, New York, the certificate 
of registration covering the words 
“Planned Advertising.” These words 


its method of conducting advertis- 


Paul Ray has joined John Blair & 
Co., radio representative, as account 


to that he served Associated Farm 


November 18, 1949 


ADVERTISING LINAGE IN FARM PAPERS 


lay Poultry and | 
Livestock 
— r-—Display— | 


Commercial Display Poultry and 
Including Poultry and Livestock 
r-———Livestock-——__,,_ -—Display 


93— 1940 1939 7—_1940—_, ———_1939—_, 1940 19 
Lines Lines Lines Pages Lines Pages Lines Lines I 
Bi-Weeklies (October—Two issues unless otherwise noted) 
29,144 88 222 Wallaces’ Farmer 48.7 38,172 35.4 27,449 5,087 4 
Nebraska Farmer ..... 29.2 21,240 26.7 19,459 310 1 
21,465 84 146 | §Average 4 Editions... 32.4 23,613 29.0 21,101 1,234 2 
20,13 143 2] Pacific Rural Press 
19,892 78 52 Northern Edition ... 30.3 22,902 34.5 26,114 1,509 > 
20,574 127 84 Southern Edition ... 29.3 22,184 2 24,248 1,677 
19.860 92 64 | Prairie Farmer 
17,730 78 52 Ill, & Ind. Edition... 31.2 22,730 30.5 22,229 
20,38 145 80 | Farmer, The 
17,719 22 &S General Edition ..... 8 9,455 26.5 20,772 693 
18,74 49 125 | Ohio Farmer 23 156 3% 17,904 1,629 ] ‘ 
16,563 32 163 | Michigan Farmer ..... 0 6 17.2 13,188 1,737 ] 
Arizona Farmer ...... 8 »2 15.4 11,656 36 
21,450 128 182} American Agriculturist 22.5 B, 18.5 13,473 1,032 
13,28: 74 42 California Cultivator s | i, 24.9 18,791 392 g 
12,468 228 52} Pennsylvania Farmer.. 3 5,6 17.6 13,479 1,664 7 
13,306 eo |} IGaho Farmer ...ccecs 0.4 5, 13.8 10,431 esac 
Wisconsin Agricuiturist 18.8 14,712 18.0 14,094 282 
8,248 1,478 1,192 | Washington Farmer... 19.2 14,541 15.2 11,481 14 
Kansas Farmer ....... 17.8 13,556 16.8 12,804 3.453 
8,408 1,581 1,555 | Oregon Farmer ........ 17.8 13,465 15.4 11,637 14 
7,193 407 684 | Dakota Farmer ....... 14.9 11,465 11.7 9,042 38 { 
>», 878 i41 688 | Missouri Ruralist ..... 14 10,851 14.4 10,923 1,206 
»,438 236 212 | New England 
»,113 208 212 0 TY. eer 13.7 9,564 13.5 9,430 1,910 8 
tural New Yorker..... 11.5 9.011 14.7 11,507 1,383 { 
4,046 336 36 | Indiana Farmers Guide 9.1 7,154 12.1 9,478 183 2 
6,150 oses _— —- —————— 
7,796 2,425 2,269 Tota} Group ...... 367,820 339,589 24,249 2¢ 2 
4,912 293 26 | Weeklies—(October—Four issues unless otherwise noted) 
5,695 ee *Washington Grange 
BUG Ae eudwbouawetes 20.4 22,108 12.1 13,116 
», 885 1,167 1,324 | Weekly Kansas City Star 
1,428 364 639 tMissouri Edition ... 8.5 20,910 5.9 14,493 
3,374 140 282 | Capper’s Weekly . rir 3.1 6,906 2.7 6,055 174 7 
3,030 105 156 | Semi-Weekly Farm News 
Friday Edition ...... 2.7 6,506 3.5 8,313 06 ) 
», 235 4 32 tTuesday Edition ... 1.4 3,256 1.3 3,091 70 7 
840 56 | {Dairymen’s League 
3,820 ove WIOWE scccevescvcsocs 5.5 4,016 5.1 3,709 532 4 
70 Total Group ...... --. 63,762 48,777 832 9 
.. | Dailies (October) 
-» | Omaha Daily Journal- 
- -—--- Stockman ......+e+- 36.8 78,390 7.9 80,589 16,528 4 
10,777 10,937 | Chicago Daily Drovers 
JOUPMA] occ cccccceces 27.1 57,583 21.3 45,364 15,893 12.78 
Kansas City Daily 
16,736 4,198 3,685 Drovers Telegram 26.5 56.477 36.4 77,560 12,890 1 00 
14,308 2,042 1,969 | St. Louis Daily Live 
15,302 ye Stock Reporter ..... 18.4 39,159 16.5 35,042 6,071 6.214 
2¢ 679 929 — - — - a 
Total Group 231,609 .-- 238,555 61,382 49 
132 145 *Figures provided by publisher 
“Z 198 tSeptember linage. 
; ee i eee §Not included in total. 
95,395 9,922 7,284 +5 issues in 1949 


. _ Promotion value. 
Oil Industry | That the industry has made a 
|good start toward solution of its 
2 'public relations problems was indi- 
/cated by the display of institutional 
Gives the Edge jadvertising at the convention 
Texas Company and Sun Oil Com- 
| pany have been leaders in present- 
to an ee yers |ing the achievements of the trade 
to the public in dramatic tern 
| Chicago, Nov. 14.—The petro-| . 
leum industry, which has paid | Bent Shifted to N. ¥e 
|Uncle Sam three times as much in as B-S-H Exec. V. P, 
| taxes as stockholders in dividends| aurice H. Bent, vice-president, 
during the last 18 years, and been | Blackett - Sample - Hummert, Chi- 
prosecuted as conspirators, may |cago, has been shifted East to fill 
hold the balance of power in the| the new position of executive vice- 
/next war, it was indicated at the Steyn of ro New York ee 
annual meeting of the American | Se agency. acer personnel in ux 
Petroleum Institute here yesterday. | so York office will not be affected 
; y the change. 
T. H. Barton reported that the dif-| “The move was made as a step 
ference between the 100-octane toward further segregation of the 
aviation gasoline available to|business and production activities 
American and English flyers and|of the agency. Mr. Bent will be in 
the 87-octane used by Germany ac- | Charge of the business end. 
counts for the superior performance 
|of the Royal Air Force thus far. Two Name Wales 
Mr. Barton, who is with the Oil | Mi fa abe 2 a 
“a ; id Pines Club, Knollwood, N. C., 
Refining Company, El Dorado, Ark., | and Good Hope Ranch, Falmouth, 
allowed a quotation from Business| Jamaica, British West Indies, have 
Week to tell the story: appointed Wales Advertising Com- 
“The oil industry is equipped to| pany, New York, to handle their 
/make 2,000,000 gallons of 100-oc-| promotion. The former wil! use 
|tane gasoline daily, a feat no other |"€Wspapers and the ranch wil! use 


: | magazines. asé s Ja- 
nation can perform, and can el og nce pee “ 
—_ . ¥ rae rs « ’ ae : « >i aes 
five times the number of military | magazines through Wales aft ; 


planes now in service. With this 
fuel, a plane can fly 30 per cent 
faster and farther, can carry 20 to| 
30 per cent more ste my climb | Names Barton & Goold 
above anti-aircraft fire 25 per cent|__The Hotel Wyoming, Or! nde 
quicker, and its engines will last Sr > gg tee & | oo 
almost twice as long.” The Chante joa Bi @ 
Protect Road Funds Greater Orlando, Fla., has ret ined 
: the agency to handle its adver! «ng 
The convention was told by Baird 
Markham, director, American 
Petroleum Industries Gommndtien | 
that constitutional amendments pro- 
tecting highway funds were ratified 
in Idaho, Nevada, and South Da-| @ Complete coverage 
kota Nov. 5. Diversion of gasoline| of current and back 
taxes has long been a source of| issues of trade papers 
alarm to the industry. and general magazines 


year’s lapse. 


A new source of art for petro-| for editorial and adver- Trade P->#* 
leum advertising was seen as the Clippins»'* 
; in be 
Institute staged its first photo- Gsing material o—_ 


> graphic salon in cooperation with 
the Photographic Society of 
America. Nearly 200 prints portray- 
ing every phase of the industry and 
utilization of its products were on | 
display, 


TORONTO 
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properly identified as to the local 
Famous Funn Family outlet. 


CATALOG OF FAMOUS FUNN FAMILY 


Complete Presentation 


A complete merchandising 
presentation has been prepared for 
wholesalers’ salesmen, outlining the 
high spots of the campaign and con- 
taining suggestions for dealer tieups. 
Four-color display pieces are offered 
as well as direct mail pieces and a 
newspaper mat service. Last year 
more than 1,100 mats were dis- 
tributed, accounting for about 220,- 
000 lines of local advertising paid 
for by dealers. No mats are sent 
to dealers unless the name of the 
local newspaper and dates of inser- 


Cdvéutisi 
Market 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 
cash tte order 
ll other Classifications (single insertion rates): 
$4.75 per inch. 


and 
Terms 


% Iin., $2.75; 1 to 3 iIn., 


tion are furnished in advance. The 
HELP WANTED POSITIONS WANTED impression the initial campaign 

: Eastern Advertising Manager 7 coaaeee aaraen made on dealers is best indicated by 

, wanted for national magazine, 200,000 but would like to become per- |the fact that this year 90 per cent 

53 circulation. Fine opportunity. Con-| manently associated in advertising. |of retailers renewed their Famous 
sideration given to those writing de-| publishing or public relations fields : + 

“: tails of experience, education, record| Now employed as business paper edi Funn Family franchises. : ’ 

2 of production, age, nationality, salary] tor and advertising assistant. Am 27 Although merchandising experts SS on 
requirements, etc. Will keep confi-| married, Gentile. Would really appre- |; lieve ths an Bene 
dential. _ Address wenaes " . « | Ciate a real opportunity se get going in the toy field be seve that this — THE YEAR'S BEST TOYS SELECTEO ANO CLASSIFIED OY EXPERTS ACCORDING TO AGE APPEAL 
ie eT ADVERTISING AGE, N. Y.! Box 3198. ADVERTISING Ale operative venture will continue to 
Advertising—S i Sale “—-, . — : ; P 
MScded for Til Ind & Mich.” Prefer | REPRESENTATIVES AVAILABLE |Stimulate sales during the peak 
residents in territories. Straight com-| I now represent two trade papers of |season, they point out that a for- 
mission—no draw—but rare opportu-| one publisher, each outstanding in its vali ; » % |i ‘ P ty . 
nity to represent 58 year old organ-| field, With their consent | am look. |™Ula for leveling out the industry’s |ing 1939 totaled about $300,000,000. dustry as a whole. 
ization omering a needed advertising| ing for a third non-competitive trade | business remains a major headache. | Volume for the current year is ex- Considering the fact that about 
and service combination. or general publication, to replace one : P 2 = . jour Ya sub- oy 

Write P. O. Box 1930, Chicago. which they recently sold. Territory Perfection of the Famous Funn pected to pass that figure by a sub $220,000,000 of the 1939 toy volume 
MISCE . Chicago and Middle West. Success- |Family technique and its applica-|stantial margin. Famous Funn/was packed into the Thanksgiving- 
GooD RE pRODUCHON ROOFS — an} Capersenes in trade and general |tion to other seasons of the year is |Family wholesalers report sales at|Christmas season, the opportunity 
* “ , ow . . . : 
Po to make them at low cost. Read| Box 3194, ADVERTISING AGB, Chgo. regarded as a possible solution to|an average of 30 per cent ahead of |for extending the industry’s efforts 
: ICH PROOFS” ee H. PUBLISHERS’ REPRESENTATIVE— | this dilemma. the 1939 figure, compared with aj|to other months of the year is im- 
. Pn oval. ‘opy. as “*hicag " ry, ssociate . . : : : . : 
G. & R. FF. 16 B Kinsie, Chicas” | enh fen aT on, GK mg It is estimated that toy sales dur-|five per cent gain for the toy in- |mediately evident. 
54 office. Wants one or two trade or 
POSITIONS WANTED business papers to handle. Space sell- 

81 SS and yay man with marae oer page tas qoreee Sore from groc- te 
national agency for 12 years. Would . on SWERTIGING - 

00 consider making change Box 3193, ADVERTISING AGE, Chgo. 

Box 3195, ADVERTISING AGE, Chgo. POST CARDS 
4 QUALIFIED COPY WRITER—SECRE- “PHOTO” POST CARDS 
9 rARIAL ASST., young man, 24, exp.|Newest, most economical method of 
. industrial adv., now employed, ready displaying any product. Samples and 
for more responsible position on copy] prices on request. Graphic Arts, 
staff medium-size agency or as asst. Hamilton, Ohio. 
to adv. mer. industrial concern. = 7 = 
. , PHOTOGRAPHIC POST CARDS 
Box 3196, ADVERTISING AGH, N. Y.| 9¢ each in lots of 100 or more. Every 
Experienced Spot Radio Time Buyer,| card an actual photograph. High 
now with Eastern agency, wants Chi-| gloss, ferrotyped finish. Lettered if 
— eago or Saint Louis connection. desired. Send any size photo. Grove 
Box 3199, ADVERTISING AGE, Chgo.| Photo Service, Lafayette, Ind. 
le a } 

its . consumers pay ten cents for each] — 

ndi- Xpan e ampaign catalog, instead of securing them| = 

onal free of charge as in 1939. The cata- 

tion 7 log is being featured in small-space é 

om- for Famous Funn insertions in Independent Woman, | | 

ent- Ladies’ Home Journal, McCall’s and 

rade . ' Woman’s Home Companion, and in 
: Famil I h a four-color insertion in Parents’. 

y aun e According to Mr. Freud, during 

5 ithe few days that December issues 

(Continued from Page 1) of these magazines have been in 

entire effort. About 50 manufac-|readers’ hands inquiries accom- 

dent turers are participating, including | panied by the necessary dimes have 

( ail such companies as Milton Bradley | been pouring in at a rate far ahead| | 

Ps Company, Springfield, Mass.; Lio-|of last year. 
on a nel Corporation, New York; A. C. Fifteen wholesalers, each of 
n the Gilbert Company, New Haven; Toy | whom paid a fee of $300 for the 
ected Tinkers, Evanston, I1l.; Wolverine | privilege of participating in the pro- 
Supply & Mfg. Company, Pitts-|gram, are distributing the catalogs 
tep burgh; Dowst Mfg. Company, Chi-|to over 900 franchised dealers for F U L L E R & S M a T ral aA R oO s 
= cago; American Flyer Mfg. Com- re-distribution to consumers. Re- 
“i i. pany, New Haven; and _ Ideal |tailers pay $26.95 per thousand cata- 
Novelty & Toy Company, New York. | logs, f. 0. b. Chicago. The catalog 
Melvin Freud is the Reiss account |edition this year was 1,300,000 
executive in charge. copies, all of which have already 
= Catalog Is Backbone been allocated to wholesalers and it Sek 8 & eS 

y. C., |appears likely that a seeond press 

ith, f oO asic pz . ly ay > > : 

_ Alth ugh the basic p itter n of the ‘run may be needed. In 1939 a total The Alliance Porcelain Mark Cross Company New York University 
ee promotion, a catalog containing 200 | of 1,192,000 catalogs was distributed. How Would You Products Company Detroit Steel Products Co. Olney & Carpenter, Inc. 

- toys for youngsters of all ages,|Following their sale of 100,000 Aluminum Company COR , _ ‘s ; 

eir sila fi : t child at aie B. F. Drakenfeld The Patterson-Sargent Co. 
use selected by a jury of child experts, |catalogs to dealers, wholesalers ,e » ae 

use . - Sell ROPE? The Aluminum Cooking Sie ae SE See 


is similar to the procedure followed 
last year, a number of merchandis- 
ing refinements have been intro- 
duced for the new campaign. Chief 
of these is the requirement that | 


Plymouth Cordage Co. 


|secure a ten per cent commission on | Emery Industries, Ine. 


additional orders. 


Utensil Co. 

Ferguson-Sherman Presto Recording Corp. 

Manufacturing Corp. 
Ford Tractors and 
Ferguson System 
Implements 


Aluminum Ore Company 


ROPE was rope until Plymouth 
Cordage Company put it in a 


Steel Founders’ Society 
of America 

The Strong, Carlisle & 
Hammond Company 

The Trundle Engineering 


Company 


Aluminum Seal Co 


Minimum Orders Required : 
American Lumber 
& Treating Co 


American Magnesium 
Corporation 


The 

The 

The 

The 

Central National Bank 
of Cleveland 


The momentum with which the 
current drive was launched, thanks 
to the results achieved last year, is | 
reflected in the fact that wholesal- 
ers were required to commit them- | 
selves to a minimum order of Fam- 
ous Funn Family products before 
being granted the right to partici- | 
pate in the program. During the 
Toy Fair last summer, orders total- 
ing $1,500,000 were booked. The | 


significance of this sales record may merchant, and the knotty prob- 
|be gauged by the $880,000 in Fa- 


mous Funn Family sales directly | lem was solved solved to 


. | The Climalene Company 
traceable to last year’s campaign. 


the tune of 1000 deals sold in 


Firth Carpet Company 


handsome combination floor ae 

Fostoria Glass Company 

The B. F. Goodrich Co 
Brunswick, Diamond, 
Hood and Miller Tires 
Goodrich and Miller 
Drag Sundries 


Austin Company 


display and measuring device 


Westinghouse Electric 


Bassick Company & Manufacturing Co. 


Bryant Electric Co 


for dealer use. Then rope be- 
came MERCHANDISE. We add- 
ed a Deal-for-Dealers that has 


a natural appeal to any retail 


Westinghouse Electric 
Bryant Heater Co Elevator Company 


Westinghouse Eleetric 


Hercules Powder Company : 
International Company 


Kensington Incorporated 
of New Kensington 


KMPC The Station of 
the Stars 


Westinghouse Electric 


Certain-teed Products “ : 
Supply Company 


Corporation 
Westinghouse Lamp Div. 


Westinghouse X-Ray Co. 


Chase Brass & Copper Co 
Cleveland Fruit Juice Co Lewis & Conger 


The Cleveland Railway 
Company 


West Penn Power Co. 

The WGAR Broadcasting 
Company 

White Sewing Machine Co 


Lincoln Bag Company 
Medo Photo Supply Co 


Modern Talking Picture 
Service, Inc 


ALL the best—and only the best Commonwealth Shoe 


outlets are covered by LS & D. It's sent | Headquarters of the merchandis- | & Leather Company The Nati > WIR The Goodwill Station 
to the . . an we hy | - ; : . age : e National Screw & ; 
i. tijamen whe, uy for, toe outlets hy ling plan have devised a unique  90daysandstill going strong... PAF. Corbi Stamulacaring Company The Wooster Rubber Co 
area, There's no guesswork—the whole- |system to follow through on all in- | 

rs know the active outlets and the 


Ross Federa}) |auiries received from magazine ad- 


‘ 
t authorities in them. 
Survey shows outlet controls 68% 
hd 

{ 


ing 


. of brand | vertising. Maps showing every | 
ction! Your schedule needs L S & D! he : ay 

over-Mast Publishing Company, Inc.., postal zone nm the country have 

= . East 42nd St.. New York City; 333 | been marked with a separate num-_ 5 
‘. Michigan Ave., Chicago. ber assigned to every franchised 
A CONOVER-MAST PUBLICATION dealer. Gummed labels with each 
| 

dealer’s name and address have N E w Y o R K Cc L E Vv E L A N D 

0, ILL |been prepared so that as soon as a 


71 Vanderbilt Avenue 1501 Euclid Avenve 


LIQUOR STORE 


magazine coupon is received the in- 
quiry is marked with the proper 
postal number, a gummed label is | 
pulled out of the files and a catalog 
is dispatched direct to the consumer, 
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42 ADVERTISING AGE November 18, 1940 
COPYWRITER DEAD tacular newspaper campaign which | MOST WIDELY QUOTED COPY BY WINTERS 
eal uts n to | Was instrumental in moving 6,000 adee yatta 7 
Coe overstock cars. With prices rising 
elge me as a result of the war, Winters | THE “OLD MAN” 
Brilliant Career hammered home a straight economy 
appeal, stressing the fact that the 
$1,475 Jeffery price would be re- 
of ‘Obie’ Winters tained despite higher material costs. 
Within three months not a car a Ye a ee upon the rest of the world spread its infection 
remained. | the panes of the great factory. pn dy meeratag peta oly em 
(Continued from Page 1) In 1917 Winters was summoned to | Sam rund. The whie of machinery stops. I 


’ 


Magazine” and then as editor of th 
“Chalmers Clubman.” 
his 


fiction writer. 
Much Automotive Experience 


Instead of heeding editors’ plea 
that he stick to fiction, 


€ 


All the time 


typewriter was turning ou 
house organ copy that bristled with 
life, his mind was busy with plots 
and subjects for magazine stories 
and articles. By the time he was 
out of college two years he had 


earned a reputation as a promising 


Ss 


Winters 
turned his full talents to advertis- 


PRESS CLIPPINGS 
ink c 


Je Faess OE 


UREAU 


in 


We Read More Newspapers and Periodicals 

Than Are Read by Any Other Bureau 
the World 

157 Chambers St., N. Y Phone BA 7-17 


79 


Jeffery cars, which line had just|¢OPy ever written, “Written After 
been purchased by Nash. 


H. Needham, now 


Needham, Louis & Brorby, Chicago | Wasey. The ad captured the fancy 


was advertising 
company at the time. 


manager 


ing. He joined Carl M. Greene , ——— aia 
Company, Detroit, where he was O. B. Winters 
When You Think of assigned to the writing of copy for 


president of 


of the 
His creative 


genius found expression in a spec- 


NUMBER TWENTY-SIX 


we can assure economy and speed whether you use 


printing—and undoubtedly do 


color photography and _ plates 


letterpress or offset. ¢ That's our full-rounded pro- 


wii gram. It calls for working with YOU. Just call in one 


TALENT TO ORIGINATE 


. of a series - 


Plans are made by mice and men. But who wants to 
be a mouse! So we'll come right out and say there’s 
nothing timid about our plans for next year. ¢ No 
siree!e We're moving right ahead, as we have for 
more than 45 years. We're going to keep right on 
planning and designing campaigns, producing qual- 
ity printing, putting the full resources of our organi- 
zation into the problems of our customers. We've 
proudly announced our talent to originate and skill 
to produce—and we've lived up to it; as our increas- 
ing list of clients so fittingly attests. ¢e What about 
yourself? What are your plans? If they call for 


ice. We can create ideas, write copy, produce art work, 
ing, of course. We can, from stock or special design, 
supply premiums, sales stimulators. We can give 


your “hard to show” problem the interesting, fas- 
cinating treatment of our patented “Macyart™ and 


of our idea-minded crew. You'll find it’ profitable. 


‘\ 
SKILL TO PRODUCE 


PLANS 


we're at your serv- 


and quality print- 


MPANY 


blishees 


Maurice 


the staff of Erwin, Wasey Company, 
Chicago, at a time when most of 
|the force was in the army. A pre- | 
|digious worker, he assumed stagger- 
|ing responsibilities and dispatched 
| each job with finesse. During the 
|next few years his fine hand was 
j}evident in numerous campaigns for 
national advertisers, including La- | 
fayette automobiles and Carnation 
milk. He also found time to write 
la spectacular mail order ad for a 
| rising young hair tonic entrepre- 
| neur named Phil Lennen. The copy 
|pulled in sales running to as high 
|as $25,000 in a single day. 


Two Famous Ads 


One of the most famous pieces of 


Hours,” was produced in 1920 as an 
|institutional message for Erwin, 


|of an associate, Arthur Kudner, who 
urged the head of the agency to 
run it. The page has been reprinted 
annually for two decades and 
thousands of reprints have been 
distributed to the advertising and 
publishing fields. The Winters’ lit- 
erary ability which fashioned this 
message was to produce another 
piece of writing 18 years later which 
vied with the earlier product as an 


institutional masterpiece. In 1938 
came “The Old Man,” which has 
been reprinted in thousands of 


newspapers as an inspirational mes- 
sage and which was re-run by the 
agency as recently as last month in 
the New York Times. 

Although adept at all phases of 
advertising procedure, Winters in- 
sisted that copy was the lifeblood 
of the promotional art. He thought 
in terms of copy, planned campaigns 
in terms of copy and solicited new 
business with copy as the dominant 
factor in his presentations. 


Aided General Foods Formation 


| 
Many advertising men who recog- 
nized the Winters genius long ago 
believe that the high point of Obie’s 
'eareer occurred in 1925. A _ year 
earlier E. E. Taylor, who came to | 
‘know Winters and his ability as | 
advertising manager for Carnation 
milk, joined the Postum Cereal | 
Company and invited the agency 
man to prepare some copy for that | 
account. Soon rumors were heard 
of an impending merger of several 
large food companies. Winters was 
given the assignment of preparing | 
for the individual manufacturers a 
presentation which would convince 
them of the benefits to be derived 
from the merger. 

Immediately he delved into the 
complexities of the food industry, 
ferreted out trends that were bring- 
ing woes to leading manufacturers, 
and, giving his genius at expressing 
ideas full reign, turned out an 
epochal volume entitled “The Hand- 
writing on the Wall.” The luxuri- 
ously-bound, handset book was 
limited to 12 copies, each costing 
$1,500. Most of the manufacturers 
to whom the proposal was submitted 
signed on the dotted line. General 
Foods was born and Obie Winters 
was credited with having played a 
stellar role in the delivery. 

Erwin, Wasey took over most of 
the General Foods account, with 


| 


is the lunch hour 


From his office window the “Old Man™ looks out 
at the smoking chimney s— across the tarred roofs 
of the far-flung plant whose products are shipped 
by rail and sea to every nation 


A boy brings a tray with « raw apple, a bottle of 
milk and some crackers. The “Old Man™ is 
lunching at his desk 


As he watches the workers swarming out of the 
factory, he sees a crowd collecting at the gate 


Presently a man who is standing on a packing 
case begins to wave bie arms. He is a swarthy 
little man with « black mustache. The “Old Man” 
can't hear what he is saying—but he can guess. 
The “Old Man's” salary was published in yester- 
day's newspaper. His income runs into sx figures 
—more than the salary of the President of the 
United States. 


The man speaking from the packing case is « 
professional agitator. It is his job to make the 
workers discontented with their lot 


“Soak the rich,” he cries. He doesn't care how 
much the “Old Man™ pays out in taxes. 


“Down with capital!” he is shouting. “Down 
with the "Old Man’!” 


At the fringe of the crowd a young man is eating 
a sandwich from his dinner pail. The “Old Man™ 
recognizes the young man. He is the son of 
Charlie Pedersen, « foreman in the tool room. 
He has been studying mechanical engineering at 
might school 

Young Pedersen * not paying much attention to 
the man on the packing case. As he munches his 
sandwich he is thinking excitedly—"A salary 
like that is something to work for! The ‘Old 
Man’ started at the bottom just like me. It's 
ability that counts. | have ability. Some day my 
pay check will be as big as that!” 


The “Old Man” did start at the bottom, and he 
is proud of it. Five thousand men and women 
work for the great company and he holds the 
helm. Their trust, their hopes are in his hands 


The “Old Man™ never went to college, yet hie 
laboratories are filled with graduates from the 
best schools in the land. His alma mater war 
back woods schoolhouse where he trudged through 


the snow in copper-toed leather boots, McGuf- 
fey's Reader in his hand 


With moet of the men and women who work for 
the company, “Old Man” is a term of genuine 
affection. They are puzzled when they hear the 
agitator on the packing case describe him as an 
octopus 

There are white-haired men on the pay roll who 
can remember way back when the plant was a 
little one-story building and the “Old Man” was 
@ tow-headed boy who carried water for the 
foundry 


As the “Old Man™ looks out the window he ix 
not worned about the man on the packing case 
on what he is saying. He has met his kind many 
tomes before 


He is worned more about what is happening in 
Amerwa today and about the eager, bright-eyed 
son of Charhe Pedersen 


He is worried lest the sickness that has seized 


greatest hentage 
Land of the free, and home of the brave! 


He thinks of Washington and Patrick Henry, of 
Jefferson and Lincolo 


He thinks of the thousands of brave Americans 
who have faced the wilderness, who have laid 
down young lives on Freedom's altar 


He thinks of his own father walking beside hu 
creaking wagon, crossing the Alleghenies, with « 
rifle un his hand. 

He thinks of his birthplace, an humble cabin on 
an Ohio farm chopped out of the hardwood. 


He reviews his own life, from its lowly begin 
ning to his present proud position in industna 


America 


“Ien't the essential difference.” he asks, “be 
tween this America of ours and all the polygk 
nations of the earth, that this has always bee: 
a free land where men of ambition may seale th 
dizziest heights?” The social register of America: 
business is filled with the names of men wh 
came into the world with empty hands. 


Is the man on the packing case right? What dor 
he offer in exchange? 


There must be bosses under any system. [en 

the better boss a man who has worked his wa 

from the bottom to the top, a man who is a goo! 
bons because he understands the problem’? 


It would be too bad, the “Old Man™ thinks 

the son of Charlie Pedersen should mins ¢) 
opportunity that is his by heritage. It wou 
be too bad if Amenca should become like othe 
countries, so regimented and politician-rule 
that it would no longer be possible for a man + 
tol and climb and pluck the” prime fruits 


reward 


For then thie country would cease to be- 
America, sweet land of Liberty 


ERWIN, WASEY & COMPANY, INC 
Advertising 
420 Lexington Avenue, New York 
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This ‘‘depression" advertisement, run in newspapers and written by Mr. Winters 
has probably been more widely reprinted and quoted than anything else he wrote 


WRITTEN AFTER 


I. is after hours and most of the people have 


gone home 


There is a chess game in the office of the pro- 
duction manager and a light still burns in the 
cashier's cage 

From the outer room comes the untutored click 
of @ typewriter—an offre boy is taking the 
Y.M.¢ 
Across the areaway a man bends over his desk, 
writing. A green visor shades his eyes 


A. course in advertining 


From his twenty-cighth story window as he 
glances up from time to time he can look down 
on the jewelry of lights 


It is after hours, but he works on 


He will whip his copy into finished form before 
he leaves 


One of the layout men has put his drawing 
board aside and is gowng out to the elev ators 

Under hit arm he carries a tissue pad. A new 
idea is stirring in his mind. It will he roughed 


out in pencil before morning comes 


Six months from now you will feel it tugging 
al your purse strings. 


Ti is after hours and most of the people have 
gone home 


But out in Bronxville and Great Neck, in Lon 


le are think 


wninenars, working for 
men who are all unaware such work 1s going on 
A few hurried notes scrawled on the back of an 
old envelope tonight may be the key to newt 
year's most productive advertwing campaign 
Between the acts at the theatre an idea may 
come that will make sales history 

At home beneath the reading lamp a man may 
solve a merchandising problem 

Once a famous trademark came back from a 
camping trp 


These are phases of our service that perhaps not 
even our own chents have ever thought of before 
There is no mention of it in our Terms and Con 
ditions. But all our chents have been the gainer 
for it and will be many times again. 


* 


Why such devotion on the part of men who have 
already given us thew day’ 


Of no one here ix asked more than he can do. 
The chent does not require it 
Again, why? 


Anyone who deals regularly with men will tell 


y is the hind of work that money alone 


cw may 


It is work done purely of free will and its real 
L 
pay ts pride in work welll done 


Those who understand the creative mind will 


know just what we mean by that 


MoM. of our men turned to thee organization 
because they felt that with we they 


could ap 


proach ther work im just that «perit 


All of us here hold that good advertming i« ad 


vertiming which is seen. i read and ob 


adverteung which makes frends 


HOURS 


will—advertining which returns to the adver 
tiser his investment with a profit 


To contrive with words and pictures advertes: 
which can do these thongs a challenge to m 
of fine talent and quick imagmation who bk 
to write and like to draw 


It is not an easy thing to do, and if we he 
been unusually successful at it, that is becau 


we love the job and have given it our best 
who 


The men write advertisements fort 


chents of thee frm would succeed in any branch 


of journaliam 


Some of them have been on unnveraty facult 
One has edited a newspaper. Others are 
tributors to the magazines 

They know how to appeal to the public in 
printed word 

They know how to sell 

The men who lay out and design our adverti« 
are men at the top of their profession 

They are men who, were they not advertrong 
men. would be well Known lustrators and arti! 
They know how to catch the public 
pecture and design 


s eve by 
They know how to sell 


Tie men in charge of merchandising and 


tact responsibelities are seasoned bus 


~ 
One of them headed a great selling organs 
for many years 

They know how to fit the wings of advertoong 
to the fuselage of business. 


They know how to sell 


Research department’ Expert media men’ |) 
revt advertiing department’ Merchandrt 


partment’ Export facidities? — We have ther 


We have them all developed to a degree 
equaled by any other organimation that we k 

And these departments are all exsential | 
rounding out of the service this house has mate 
Htieown 

Rut quite the finest thing we have to ¢ 
thome who come to us for counsel te the | 
thusaem of our men and a devotion t 

work which ie measured neither by the dollar 
nor the clock 


This, too, was written after hours, 


ERWIN, WASEY & COMPANY, INC., Advertising 


420 Lexington Avenue, New York 


POUAPELPOTA . MINNEAPOLIS . 848 FRANCIOCO 


Los ascrtes ovarrue Lospos renee. 


+ 290 N. Michigan Avenue. Chicago 


Torn monm Tee mece® 


Advertisement for Erwin, Wasey which was written many years ago, and is still 
considered one of the masterpieces of copy. 


Wr ere roms “ue 


blending” theme which is being fea- | 


billings running over $6,000,000. In 


the years that followed, “copy by | 


Winters” might have been appended 
to Barbasol, Forhan,  Revillon, 
Camel and Dutch Masters national 
advertising. 
tacular of these campaigns was the 
“humidor pack” theme for Camels, 
which netted Erwin, Wasey the 
account. More recently he was 
active on the Air Transport Asso- 
ciation campaign, as co-worker with 
another outstanding copy veteran, 
Homer McKee. 


Wrote Calvert Copy 


One of the best examples of 
Winters copy in current advertising 
is the Calvert Distillers “protective 


Among the most spec- | 


| which 


tured in a long list of newspapers 
throughout the country. This theme, 
like many other Winters ideas, is 
already drawing the eloquent com- 
ment of imitation by competing 
liquor companies. 

He handled personally the copy- 
writing assignment of several key 
Erwin, Wasey accounts, but his keen 
mind made itself felt in behalf of 
virtually all of the agency’s clients 
since no copy was released until 
Obie’s okay was received 

A widow, two daughters, his 
mother, brother and sister survive. 


CHARLES D. MORRIS 

Chicago, Nov. 11.—Charles D 
Morris, former publisher and pub- 
licist, died here Friday. Prior to his 
retirement in 1937, Mr. Morris spent 
14 years with the Western Railway: 
Committee on Public Relations, of 
he was assistant chairman 
Since the chairman was always ar 
active railroad man, Mr. Morris wa: 
the actual, if not the titular head 
of the committee, which was formed | 
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in 1910 for the purpose of creating | G 
favorable opinion for the carriers. | f d f 
Prior to entering this field, Mr. | led ruSd e 0 


Morris was prominent as a news- 


| 
. 
Se Gay Sa oeelaiene ee a Sell Salesmanship | 


ernor of the state. He published | 
the St. Joseph Gazette, as well as | 
newspapers in Marysville and Tren- Urged by Motley 


ton. After retiring from active | 
New Kind of Conquest 


business he made his home in 
Laurelville, O. 


EXWARD G. BROOKS 

Buffalo, N. Y., Nov. 11—Edward 
G. Brooks, former superintendent of | 
the J. W. Clement Company and| Chicago, Nov. 14.—After the third 
well known in Buffalo advertising | annual Chicago Sales Congress had 
circles, died at his home here Noy. | received some advice today about 
6. He was 72. Mr. Brooks started | the necessity of keeping salesmen 


gress Hears 


in the printing business with the |on edge even in the seller’s market | 


Buffalo Commercial job department | which lies ahead, the shadow of the 
in 1884. He retired from active little man with the funny moustache 
business two years ago when he | fell athwart the gathering, chilling 


resigned as superintendent for the| what had thus far been an ex- 


Planned by Hitler, Con-| 


that repetition is not undesirable if 
jnew case histories are constantly 
| being introduced. The result of the 
educational program, he said, has 
been an average increase in dealers’ 
net profit of from 2.6 to 7 per cent, 
with a 76 per cent improvement in 
earnings of salesmen. Dealers do 
| 200 per cent more buying of Johns- 
| Manville products, but 120 per cent 
is accounted for greater loyalty to 
| the company and only 80 per cent 
by greater efficiency. The most im- 
portant discovery of Johns-Manville 
has been that when the dealer him- 


SIMPLICITY 


failures are unknown. 

The schools also have crystallized 
some of the difficulties of creating 
salesmen. Of 2,500 retail salesmen 
who have taken the J-M course, 700 
are making fine records. The other 
11,800 are doing better than for- 


Three cards bearing the same message, 


Clement firm. 


OLLIE L. WILLIAMS 

Waynesboro, Ga., Nov. 11.— 
Funeral services for Ollie L. Wil- 
liams, owner of the Williams Out- 
door Advertising Company, were 
held Nov. 6. Mr. Williams had been 
a resident of Waynesboro since 1911, 
and was a member of the Waynes- 
boro Rotary Club and at one time 
a member of the city council. 


ALEXANDER LA HAIT 

Albany, N. Y., Nov. 12.—Alexan- 
der La Hait, 53, classified real estate 
advertising manager of the Albany 
Times Union, is dead here after a 
week’s illness. 


Bristol Files Second 


Suit Against Munro 

Henry P. Bristol, vice-president 
if Bristol-Myers Company, last 
week filed a second libel suit against 
Dave Munro, publisher of “Space 
and Time,” asking $20,000 damages 
for the recent “Space and Time” 
story which commented on his in- 
itial suit for $12,000. 

The original action resulted from 
an article in the publication which 
asserted that Mr. Bristol was re- 
sponsible for the “Matthews report” 
on anti-advertising movements. 


Appoints A. R. Haley 

A. R. Haley, former president of 
the J. P. Loomis Coal & Supply 
Company, Akron, O., has been 
named sales manager of the cement 
livision of the Pittsburgh Plate 
Glass Company, Pittsburgh, effec- 
tive Jan. 1, 1941. He succeeds the 
ate L. C. Letzkus. The cement 
sales office will be moved from 
Pittsburgh to Zanesville, O., the 
cation of the company’s cement 
manufacturing plant. 


Korach to Frankel-Rose 


Korach Brothers, Chicago, 
iresses, has appointed Frankel-Rose 
ompany, Chicago, to handle its ad- 
ertising. 


FREE with your 
first Order 
Jar and Brush FREE with your first order 
$$ Artist Rubber Cement. Nati 

wed, 3 orades: Light, Medium, Heavy. $2.75. 
per ge! postpeid. For Friskets use SS Spe- 
cial Frisket Cement, $3.50 per gal 


)RUBBER CEMENT co. 


|) 


38 Wo Halsted St. CHICAGO, iL 


Your Home in 
Philadelphia 


Ault creature comforts graciously 
tm ed; plus the thrilli ng atmos- 
ne a great and fa hotel 


BELLEVUE 
STRATFORD 


'N PHILADELPHIA 


\AUDE H. BENNETT, Genero! Monoger 
eR RE 


tremely sociable party. 

Major Frederick W. Nichol, vice- 
| president and general manager, In- 
|ternational Business Machines Cor- 
| poration, New York, emphasized the 
necessity of maintaining the fight- 
‘ing spirit of salesmen and prevent- 
‘ing them from growing soft in the 
‘lush days ahead. Arthur A. Hood, 
|director of dealer relations, Johns- 
|Manville Sales Corporation, New 
| York, told of the dearth of selling 
|ability in the dealer field, and said 
that less than 1 per cent of a large 
number of high school students 
queried had considered sales 
careers. 
| The rambunctious Arthur H. 
| (Red) Motley, assistant to the presi- 
dent, Crowell-Collier Publishing Co., 
New York, then gave point to these 
facts by asserting that Hitler, look- 
ing ahead to the days when he can 
j\lay down the sword and take up 
ithe traveling case, is training uni- 
| versity students by the thousand for 


the conquest of South America, | 


‘among other parts of the globe. 
|Meanwhile, a considerable portion 
of the sales corps of American in- 
|dustry is made up of men who have 
‘failed at everything else. Even the 
best of these salesmen feel at a dis- 
jadvantage in comparisons of their 
|contributions to the economic well 
|being of the country with those of 
| doctors, for instance. 


| Need New Recruits 


clared, that the salesman be given 
|his rightful place in the sun—that 
the profession be accorded the dig- 
|nity and prestige that it deserves. 
\In short, he believes that the mo- 
iment has arrived when a job of 
\“selling salesmanship” must be 
undertaken, that the salesmen of 
\the future may be recruited from 
\the best brains in the country, and 
|that youngsters shall be awakened 
|to the glory of carrying Uncle Sam’s 
| goods to the far corners of the earth, 
and of making great economic con- 
tributions to the American way of 
life. 

| This educational process, Mr. 
| Motley said, might well start with 
the families of salesmen and sales 
executives, most of whom now re- 


gard their breadwinner as closely | 


related to Jesse James. Whether 
the salesman is getting signatures 
jon the dotted line for white space 
in magazines and newspapers, or 
whether he is selling something 
more tangible, is irrelevant, accord- 
ing to this gospel. In either event, 
Mr. Motley asserted, he has borne 
the burden of cutting manufactur- 
ing cost and putting a better prod- 


uct in the hands of the consumer at 
a lower price. 


Heroes of Depression 


Major Nichol, who inaugurated 
the sales congress, which attracted 
500 executives from in and out of 
Chicago, indicated that one of the 
problems of the immediate future 
is to prevent over-selling, which has 
repercussions almost as fatal as in 
the case of the life insurance agent 
who sold so much insurance to one 
man that the latter worked him- 
self to death trying to pay the pre- 
miums. He said that sales directors 
must anticipate the day when the 
boom is over, and maintain the 


same keen edge on their sales tools | 


which has been developed by a dec- 
ade of hard sledding. 


It is high time, Mr. Motley de- 


merly, but are still far from top- 


and differing only in size, have been notchers. Mr. Hood concluded by 


produced in full-color for Pacquin, Inc., 
New York, by Forbes Lithograph Com- | i hia , 

pany. |sadly in need of “distribution engi- 
|neers’” who will do as much for 


“may be good for the salesman’s willing to accomplish for war. 
pocketbook, but they are going to | Achievements of Salesmen 
be hard on his soul. We have the ’ 
ger : en . | Mr. Motley depicted Hitler as one 
|duty of increasing selling effective-| , ; 
noe Baa = ,. ;.|0f the world’s greatest salesmen, 
ness and thus eliminating waste in|. - oa 
SRO : : /since he sold one of the “screwiest 
distribution. The right product can | ae 
arenes i products” ever put together, and 
ibe sold under any conditions. The ; ; 
. Riere made it stick. He called on sales 
right sales organizations can sell | 
. : : managers everywhere to band to- 
their way out of a depression, and | 4 
ate . |gether to give the country and the 
more than one now thriving busi- | : 3 : 
; : world a new concept of the signifi- 
iness owes its prosperity to the era . ont : 
: ieance of selling. The discovery of 
of hard times which seems to have}. Taek ‘ 
= insulin wasn’t important, he = as- 
come to an end. serted.* It became important only 
Major Nichol emphasized the an- |° : I : . 
alytical duties of the sales manager, 
who must constantly ask himself 
“Why?” Leading questions which 
begin with this three-letter word 


others got behind the discovery and 
made insulin available at every 
|corner drug store in the land. The 
j}salesman, of course, was one of the 


lare: 

‘ . . , |prime movers in this achievement, 
“Why aren't we selling more 

goods? |but he has been kept constantly on 


ithe defensive, either for selling too 
“Why don’t our men earn more : Te 
oiseue Sa thamssives? ,/much goods or not selling enough 
“wh » don’ ogg 1 ayn Hl th _|Mr. Motley advanced the idea that 
| 1y don’t our salesmen sell the pags yA as ; 7 aaa 
entinn Hua?” |mass production followed mass dis- 
“haa apres ae ~~ ; tribution, rather than the contrary. 
Explaining that a sale is merely ‘ine eeumieas enlammen one the 
a meeting of the minds, Maj. Nichol \boys who will pay the rearmament 
isaid that one way of maintaining |,.;,,, —.; y sr 6? 
| bill,” said Mr. Motley That’s how 
|morale during the prospective boom important they are Let's toy ont 
‘ ‘vy are et’s trv sell- 
lis » insis a sale: > ove |. . v4 : gy § 
be - = that. sam peg ey jing an understanding of our func- 
| higher quality merchandise and tha 
| they constantly open up new pros- 


saying that the United States is} 


. - . pace as Sur »E ys ssters are! 
“The coming easy days,” he said, | P&8@ce as European gangsters are 


when Parke, Davis, Eli Lilly and the | 


tion to our own families, and then 
to the whole country, so that some 
of these bright young fellows enter- 
ing college will have as their goal 
teaming up with some of the great 
products which deserve fine selling. 

“How many of your men are 
proud of their jobs or their func- 
tions? How many understand their 
place in the economic scheme? Let’s 
give selling the dignity it deserves. 
Let’s create a reserve of enthusiastic 
apprentices who yearn to get out 
and knock on the doors of the 


|world’s homes and offices. Let’s 
self operates the training school, it | 
reaches maximum efficiency and | 


conduct a crusade to give sales- 
manship the place it deserves in 
the economic picture. It’s being 


|done in Germany and it must be 


done here.” 


Form Bauerlein-Shaheen 
Agency in Chicago 
G. W. Bauerlein, president of 
Bauerlein, Inc., New Orleans 
agency, is head 
| of a new Chicago 
agency, Bauer- 
|lein - Shaheen, 
Inc., which has 
|; opened offices at 

10 S. LaSalle 
street, with John 
| M. Shaheen, 
| vice-president, in 
| charge. 

Mr. Shaheen 
was one of the 
| publicity chiefs 
of the Republi- 
can National 
Committee in the 


John Shaheen 


recent political campaign. 


Lipton in Coupon Drive 
Continuing a’ campaign begun in 
|May, Thos. J. Lipton, Inc., is dis- 
| tributing cash value coupons worth 
110 cents each in the New York area 
as part of a sales campaign for Lip- 
|}ton’s tea. The Peck division of the 
Advertising Distributors of América 
is handling the distribution. 


Freshwater Named 

Eagle Freshwater, until recently 
publisher of the Daily Times, Read- 
ing, Pa., has been named manager 
of the publication department of 
Western Newspaper Union, Chicago. 
He succeeds M. H. McMillen, who 
will continue in an = Advisory 
| capacity. 


|} pects and customers. 

| If the country’s salesmen had 
| been prepared to do the job they | 
|were ultimately called on to do in 
the early 30’s, the depression would 
have been much more short-lived | 
than it proved to be, he concluded. 


Educating Supply Dealers 


Mr. Hood explained some of the 
|work of the Johns-Manville Cor- 
|poration, which made an exhaustive 
study of the building supply field in 
order to eliminate some of the bot- 
tlenecks, spending $1,000,000 in five | 
years in the process. An appalling 
picture of waste was presented by 
duplicated production and distribu- 
tive facilities, he said, but above all, 
| by lack of sales ability among deal- 
|ers, who in the majority of cases 
|} were in business only by virtue of 
|}expanding markets. The most glar- 
ing defect in the picture was the 
absence of consumer salesmen, of 
|which the industry needs at least 
100,000. 

Johns-Manville gave itself the as- 
signment of educating dealers and 
having them, in turn, teach thei: 
salesmen how to get the order. 
However, Mr. Hood said that the 
job divided itself into 70 per cent 
training in management and only 
30 per cent in sales. 

Eventually the task proved sim- 
pler than it looked, as much of the 
material used to educate the dealer 
proved equally useful in the hands 
of the salesman, and finally, of the | 
consumer. In its educational work, | 
Johns-Manville employed outside 
experts, but insisted that they adapt 
their theories to the building field 
Elmer Wheeler, for instance, taught 
dealers to create their own “sizzling 
sales sentences.” The Johns-Man- 
ville training schools, as they now 
stand, embrace 92 hours of instruc- 
tion. 


taxiposter is seen 


limited budget, 


Lessons of Experiment 


Mr. Hood said that these 377 local 
schools have demonstrated that 
training must be continuous, and | 


Ask your ageney, 


®@ On 3578 cabs in 43 cities, 


Taxiposter advertising has a circulation of 35,021,292 

at an advertising rate of less than 104c¢ per 1000 circu- 
lation! This circulation is based on the average 
weekly mileage reeerded and reported by reputable 
taxi cab companies under contract to carry Whaley 


Taxiposters and on a conservative estimate that each 


once for each city block traveled. If 


you want excellent results in 1 or 43 cities within a 


investigate Taxiposter advertising! 
or write Wm. E. Whaley Company, 


Washington Building, Louisville, Kentucky. 
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STARTING FROM GRAND CENTRAL STATION 


Edgar Kobak (left) and Dudley Rollinson launch unusual program promotion 
for Lever Bros. show. 


‘Grand Central’ 
Show Gets Big 
NBC Send-off 


New York, Nov. 13.—The NBC 
Blue network launched an unusual 
promotion for the “Grand Central 
Station” program today when Dud- 
ley Rollinson, Blue network sales- 
man, took his boss, Vice-President 
Edgar Kobak for a ride to Grand 
Central Station. There the pair 
started 46 suitcases of promotion 
material out to as many network 
stations carrying the program spon- 
sored by Lever Brothers in the 
interests of Rinso. 

On opening a suitcase a small 
replica of the New York Central’s 
Commodore Vanderbilt went into 
action spitting sparks, and ringing 
its bell. Also contained in the 
“package” was one 10-inch paper 
weight replica of a New York Cen- 
tral Hudson type locomotive; a 
booklet entitled “The Gateway to a 
Continent,” describing the under- 
ground maze of the station; one 
rubber stamp and stamp pad for 
use on outgoing mail, arranged 
according to the station’s time zone 
to read “Tune In Grand Central 
Station at ———”; and store display 
material and dealer helps. 

Ruthrauff & Ryan handles the 
Lever Bros. show. 
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U.S. 2d LARGEST: 
} FREIGHT TERMINAL : 


America’s second largest freight ter- 
» minal is located in New Haven, 
, Conn., feeding all New England. 
» The New Haven area has 888 indus- 
Y tries covered by “Register City” 
’ The New Haven Register’s 342,000 
y market. Send for colored market 
» brochure “Register City” New Ha- 
y ven Register, 271 Orange Street, 
; New Haven, Conn. 
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Indiana Court 
Says Advertising 
Is Intrastate 


Indianapolis, Nov. 14.—The Indi- 
ana supreme court has upheld a 
lower court ruling that the Indiana 
Farmers Guide Publishing Com- 
pany of Huntington must pay gross 
income taxes on income derived 
from advertising obtained from out- 
of-state firms. 

The publisher had maintained 
that the transactions were in inter- 
state commerce and that the tax 
violated the federal constitution and 
had sought to recover gross income 
taxes paid on receipts from non- 
resident advertisers for display ad- 
vertising. 

The ruling declared that “neither 
the solicitation and obtaining of 
such advertisements nor the forma- 
tion of such advertising contracts 
between the appellant and its ad- 
vertisers amounted to _ interstate 
commerce.” 

Approximately 90 per cent of its 
display advertising was obtained 
from out-of-state companies by mail 
or agents, the Guide had contended, 
and said that mats and other mat- 
ter had been shipped back and forth 
over state boundaries. 

The court held that the publica- 
tion’s circulation and distribution 
were in interstate commerce, and 
that no taxes had been levied on 
this part of the income, but that the 
advertising contracts were in intra- 
state commerce. 


Winter to Katz 


Harold Winter, in the advertising 
department of Radio Daily for sev- 
eral years, has joined the sales staff 
of the Katz Agency, New York. 


Castle in Yule Drive 


Castle Films, New York, is push- 
ing the buying of movies as Christ- 
mas gifts, using Life and other 
magazines. 


| 


| 
| 
| 


jcago staff of Radio Sales, division 


THIS WEEK 


Index of Retail Activity 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


News-Times discontinued Dec. 28, 1938. 
San Diego Sun suspended publication Nov. 


25, 1939. 
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Fort Wayne, Ind...... 9,347,009 9,376,069 9,566,600 +2.3 +2.0 244,776 250,166 +2.2 
_.. a eae 4,810,282 5,229,783 5,625,396 +16.9 +7.6 146,265 168,026 14.9 
Grand Rapids, Mich.... 7,807,148 7,590,252 7,989,016 +2.3 +5.3 227,654 235,900 +3.6 
Greenville, S. C.. 5,668,585 5,771,120 6,508,417 +14.8 +12.8 135,090 197,526 46.2 
mouston, Tex. ........ 14,411,226 15,141,908 16,680,774 +15.7 +10.2 363,076 432,124 +19. 
Huntington, W. Va 6,220,308 6,919,301 7,292,193 +17.2 +5.4 173,628 211,841 +22. 
Indianapolis, Ind. ..... 13,747,454 14,703,988 15,676,103 +14.0 +6.6 435,442 386,610 “11.2 
Jacksonville, Fla. ..... 7,449,182 8,013,012 8,440,432 +13.3 +5.3 199,150 194,600 —23 
Jersey City, N. J...... 1,821,808 1,854,067 1,883,995 +3.4 +1.6 43,921 43,388 —1.2 
Kansas City, Kan...... 2,373,770 2,357,117. 2,634,856 +11.0 411.8 66,598 70,822 +5. 
Knoxville, Tenn. ..... 8,756,495 9,399,115 9,236,276 +5.5 —1.7 211,988 207,606 —2.1 
Little Rock, Ark 8,165,460 8,032,851 8,504,972 +4.2 +5.9 179,102 242,536 35.4 
Luvs Angeles, Cal...... 20,318,566 21,475,545 20,979,431 +3.3 —2.3 508,864 447,247 12.1 
Louisville, Ky. 12,186,128 12,730,127 12,838,733 +65.4 +0.9 355,172 333,698 —6.2 
oS Ree 6,959,554 7,209,092 «7,915,350 SS 13.7 +9.8 154,700 210,910 36.3 
Manchester, N. H...... 3,163,185 3,917,153 3,730,263 +17.9 —4.8 73,776 78,358 +62 
Memphis, Tenn. ....... 9,856,378 10,562,496 11,299,876 +14.6 +7.0 253,610 261,478 +3.1 
Miami, Fla. ........... 10,934,099 11,042,298 11,922,801 +9.0 +8.0 234,976 250,110 +6.4 
Milwaukee, Wis. ..... 13,073,567 12,520,301 13,521,181 +3.4 + 8.0 346,075 366,167 +5.8 
*Minneapolis, Minn. 11,738,993 «11,870,743 10,739,484.  —85  —9.5 ~ 252,272 — 255,699 +14 
Moline, Rock Island, Ill. 7,287,812 7,253,078 7,331,046 +0.6 +1.1 188,776 193,270 +24 
|*Nassau County, L.1..... 2,148,501 2,290,692 2,182,787 +16 —<6.7 50,631 65,340 29.1 
New Bedford, Mass.... 2,707,082 2,740,948 3,181,010 +17.5 +16.1 54,572 106,400 95 
New Haven, Conn..... 7,879,676 8,009,218 8,372,462 +6.3 +4.5 186,424 230,944 +239 
New Orleans, La....... 16,475,363 16,931,504 17,311,443 _ 5.1 = 401,121 ~~ 417,910 +42 
a Mh eo 51,913,431 51,339,994 50,707,191 —2.3 —1.2 1,601,446 1,546,549 —34 
Brooklyn, N. Y........ 4,232,454 3,420,446 3,065,592 —27.6 —10.4 94,837 93,465 —15 
a (ee 7,791,546 8,266,356 9,044,042 +16.1 +9.4 195,664 250,866 28 
Oakland, Cal. ........ 6,458,799 7,067,460 7,768,074 +20.3 +9.9 210,356 195,020 —i 
‘Oklahoma City, Okla. 10,206,818 ~~ 7,773,164 6,886,868 —82.6 —11.4 174,664 160,776 “8 
Omaha, BE ree ee 5,294,879 5,110,089 5, 168, 405 anf,9 44.4 114,625 101,322 1] 
3 ee eee 8,986,060 9,532,794 10,375,577 +15.5 +8.8 223,426 234,570 +5 
Philadelphia, Pa. ..... 23,416,952 24,103,903 25,146,095 +7 + 4.3 677,393 704,750 +4.0 
Phoenix, Ariz. ...... 6,577,146 6,359,024 7,095,592 +7.9 +11.6 162,610 226,982 + Al 
Pittsburgh, Pa. ....... 18,678,072 17,669,344 18,306,932  —2.0 +3.6— ~ $91,246 447,776 =s 
Portiand, Ore. .....0.. 10,367,006 10,895,985 9,977,618 —3.8 —8.4 236,460 269,598 14.0 
Reading, Pa. ......... 8,337,721 8,740,253 9,324,245 +11.8 +6.7 231,630 224,308 3.2 
Beschmond, Va. ...<s<. 10,510,360 11,012,964 11,144,714 6.0 +1.2 268,800 276,108 - 
Rochester, N. Y....... 12,852,977 13,190,304 13,387,558 + 4.2 +-1.5 354,453 380. 91¢ + 
Rockford, Ill. ......... 6,654,767 «6,931,722 7,487,774 12.5 + 8.0 ~ 170,422 184,17 8 
Sacramento, Cal. ..... 6,895,761 7,173,418 7,141,095 + 3.6 0.5 143,976 173,25 ot 
San Antonio, Tex...... 5,550,755 6,295,543 6,664,503 20.1 5.9 148,191 194,54 2} 
‘San Diego, Cal.. 11,078,488 11,457,635 13.9 —16.8 273,042 221,844 . 
Seattle, Wash. ........ 8,245,393 10,006,668 195.1 | 269.584 257.194 if 
| South Bend, Ind 6,182,590 4,623,502 23.5 +2.3 129,500 138,6 til 
Spokane, Wash. ...... 5,873,696 5.757.654 4.4 2.4 113.638 125,314 +1 
ae ee | 15,393,076 15,654,470 +31 ho .4 287.440 387,50 
ot. Paul, Minn......... 9,745,075 9,479,039 antl, ¥ 3.0 259.909 191,94 2 
Syracuse, N. Y......... 6,792,977 6,738,886 +0.4 4+-1.2 288,883 268,754 —i 
Tacoma, Wash. ....... 5,215,224 5,520,936 5.727.449 98 7 124.726 i562 ; 
es WOR srsavecves 5,178,926 5,822,334 6,696,762 + 29.3 +15.0 142,030 164,652 +18 
Toron to, Ont., Can.. 1 019.750 13,.968.057 132.005.9239 —13.4 —6.9 405.414 391.18 all 
Troy, ie choad beeen 536,958 3,867,592 3.757.936 6.2 28 107.590 109.5 +1 
Tulsa, Okla. sete eeees rene nee 7,839,910 8,195,116 4+3.3 +45 209.062 194,58 — 
Washington, D. C. 30,202,992 29,425,764 29,989,659 rs 1 739,177 745,54 + 
Youngstown, O. ....... 6,247,659 6,634,359 7,222,001 +15.6 +8.9 164,276 175,76 +7 
—— _ —_—— —_ 
Total 839,174,159 855,216,546 867,893,652 +3.4 +1.5 22,471,545 22,681,15¢ 5 ted 
ae RL ea ER! Sieiiz al as 7 bas 7 S — 
1 Akron Times-Press discontinued Aug. 28, 1938. 6 Atlanta Georgian and Sunday American cé pub- 
2 Chicago Herald & Exam. discontinued Aug. 28, 1939. lication Dec. 17, 1939. adil 
3 Oklahoma News discontinued Feb. 24, 1939. 7 Minneapolis Star and Journal merged Aus ot 
4 
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Newsday, new publication, launched Sept 


Dawson to Chicago 
Tom Dawson has joined the Chi- 


of CBS. 


JOHN A. CAIRNS 
& COMPANY 
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Agencyman Makes 
Presentation via 
Radio, Sound Photo 


Biow, in Chicago, Has 


Slides Shown to Clients. 


on Coast 


New York, Nov. 14—That famous 


Post Office slogan which everybody | 


has neard countless times but which 
practically nobody can quote ver- 
batim—“Neither snow nor rain nor 
heat nor gloom of night stays these 
couriers from the swift completion 
of their appointed rounds’—ap- 
parently applies to agencymen as 
well as mailmen. 

At least such is the conclusion to 
be drawn from the experience of 
Milton Biow, president of Biow 
Company, who was forced to use 
unusual ingenuity this week in or- 
der to be able to make an adver- 
tising presentation before a client, 
or rather 2,000 of them. 

A meeting of 2,000 members of 
the American Trucking Associations 
convened in Los Angeles on Monday 
of this week. At 3 p.m. Monday, 
Mr. Biow was to present 1941 ad- 
vertising plans. He did—but thereby 
hangs a tale, as the saying goes. 


Grounded at Chicago 


Mr. Biow left 
TWA Stratoliner Saturday night. 
The flying weather was extremely 
bad. Instead of flying above the 
clouds as is the Stratoliner’s usual 
custom, the pilot was forced to fly 
barely above the ground. 

At Chicago, bad weather became 
worse, and the plane was grounded. 
Mr. Biow was informed, along with 
other California-bound passengers, 
that he would be routed the rest of 
the way by train and would reach 
Los Angeles Tuesday. 

Mr. Biow’s scheduled talk could 
not be postponed, so he went into 


’— action. A series of 63 lantern slides 
; | were to be an integral part of the 
-— | story he was to tell. He called Los 


Angeles by long distance telephone, 
where two of his aides were already 
on the scene. The text of each 
slide was read over the phone, and 
the Biow men instructed to have 


new slides made. | 


Then Mr. Biow called New York | 
on the phone. International News 
Photo Service, which had never be- | 
fore sold the use of its telephoto | 


equipment to an _ outside client, | 
agreed to transmit pictures of the | 


Biow slides from Chicago to Los 
Angeles. That was done, and the | 
job completed at about 1 a.m. Mon- | 
day morning. By noon, the slides | 
had been duplicated in Los Angeles | 
and were ready for the afternoon 
presentation. The slides made from 
the text transmitted by long dis- 
lance telephone were never used, 
but were available as insurance. 


Direct Line to Ballroom 
That part of the job completed, | 


Mr. Biow arranged with the Colum- 
wa Broadcasting System for a di- 


New York on a | 


2,000 miles away. Altogether, the 
direct radio connection was kept 
open for about one hour. 

Mr. Biow, now safely ensconced 
in his lofty Manhattan office, de- 
clares the whole stunt cost between 
$2,000 and $3,000. He says every 
thing went off without a hitch, and 
that the showmanship necessarily 
used probably made his presenta- 
tion more effective than if he had 
been able to reach Los Angeles as 
| planned. 


Green Fuel Names Sanger 


Green Fuel Economizer Com- 
pany, Beacon, N. Y., has appointed 
Alan Bridgman Sanger, New York, 
|to direct advertising of its econo- 
|mizers, air preheaters, mechanical 
|draft fans and cinder traps. 


“University Life’ 
Program Draws 
Sharp Protest 


New York, Nov. 15. — Sturges 
Dorrance, board chairman of 
Brooke, Smith, French & Dorrance, 
this week wrote a sharp letter of 
criticism to Theodore C. Streibert, 
vice-president of the Mutual Broad- 
casting System and vice-president 
and general manager of Station 
WOR, protesting against the “Uni- 
versity Life” program aired over 
|MBS and WOR Monday afternoon. 
The program features a group of 
Columbia University students dis- 
| cussing freedom of the press. 
| According to Mr. 


|\Scripps-Howard Newspapers was 
|mentioned by name and the stu- 
dents “implied that advertisers and 
advertising agencies are in complete 
| control of our American press. The 
| inference seemed to be that Wendell 
| Willkie’s support by the majority 
of the press was due simply to pres- 
sure put upon newspapers by big 
advertisers and their advertising 
agencies.” 


Calls It Propaganda 


Declaring that he felt his “con- 
siderable heat’ fully justified, Mr. 
Dorrance said, “I want to register 
my very sincere protest at this sort 
of propaganda to which WOR 
makes itself a party.” Copies of the 
‘letter were sent to Cranston Wil- 


executives of the American News- 
paper Publishers Association, ANA 
and Four A’s, respectively. 


Mockert Succeeds Burke 

Herbert Mockert, assistant to 
Kenneth K. Burke, national adver- 
tising manager of the Knickerbocker 
News, Albany, N. Y., is scheduled 
to take over the latter’s duties fol- 
lowing Mr. Burke’s transfer to 
Saratoga Springs as business man- 
ager of The Saratogian. 


Appoints H. W. Spencer 
Harlow Phelps Spencer, editor 
and publisher of National Horse- 
man, has been appointed editor and 
;publisher of the Kentucky Farmer’s 
|Home Journal, Louisville, succeed- 
jing his brother, Vaughan Spencer, 


Dorrance,|liams, Paul West and John Benson, | who died Oct. 16. 


rect two-way hook-up between Sta- 
ton \VBBM, Chicago, and Station 
KNX, Los Angeles, with the latter 
utlet having a direct line to the | 
nhvention ballroom, 
When the time for his presenta- | 
won came, Mr. Biow sat ina WBBM 
ludio. addressed the convention, | 
ntrocuced the lantern slides which 
ere -hown by an aide when Mr. 


Biow tapped a musical gong. As 
on as each slide had been read 

tl delegates, Mr. Biow ex- 
Pande i on the material contained | 
here After the presentation was 
Mp cted, there was a question and | 
“SW. + period, the questions being | 
etOp ided from the convention | 
“Cor and answered by Mr. Biow, | 
_—_— 


J» STRIBLING Gscecates 
ADVERTISING 


ART 


CENTRAL 9503 


1468 South Dearbers Street, Chicage i 


AMES W. YOUNG, director of the Bureau 
of Foreign and Domestic Commerce, and 
formerly one of the brightest stars in the ad- 
vertising firmament, has written a book he 
calls “A Technique for Producing Ideas.” It 
gets at the primary problem which confronts 
every man in advertising, merchandising and 
other creative departments of business from 
a new and exciting viewpoint. 


It’s short—you can read it in half an hour 
—but you will spend a lot longer than that 
pondering his words of wisdom. He will open 
new roads to the goal of learning how to find 


Advertis 


that new copy theme, that new sales plan, that 
new idea in design! It’s a book you’ll not only 
want to read and keep for reference, but to 
give to your friends and associates—especially 
the younger men who have not yet learned 
intuitively to create ideas in the Young tech- 


nique. 


For Christmas gifts the Young book is 
ideal. It will be received with enthusiasm— 
and those who read it will rise up and {call 


you blessed! 


Order your copy now—the price is $1 
postpaid. Ten per cent discount for 5 copies 


or more. 


ing Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 EAST OHIO ST. 


CHICAGO 


SE ee Se ie SE Ee Se ae ae ae See See See Sg SNe Sie ee ae Rts ee Seg ee See 


An Ideal Book 
for Christmas 
Giving! 
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‘No Cars’ Won't 
Stop Pontiac Copy, 
Says Sales Chief 


(Continued from Page 2) 


| 


our efforts, nine out of 10 persons 
queried guessed the price difference 
between Pontiac and its lowest 
priced competition to be as high as 
$165. The actual difference is about 
$72. 

“As a result, we began immedi- 
ately to bear down on the slight | 


i 


the advertising was responsible =f 
not I do not know—but our dealers 


trades from owners of the three 
lowest priced cars. 


Try Strip Technique | 


“Curiosity, again. Someone at 
the agency began playing around 
with the so-called strip technique 
and tried to see if it couldn’t be 
fitted into our advertisements to | 
increase readership and effective- | 
ness without at the same time mak- | 
ing the ads messy. After we all} 

P e | 
agreed the idea was worth trying 
we used the Chicago Tribune’s ter- | 
ritorial edition plan where different | 


essential part of our campaign for | distributed in different sections of 
'the remainder of the year. Whether | the city. 


“The agency then sent research- 
ers into the field and the results 


| began to get a greater percentage of 'convinced us that the strip tech- 


nique was more effective than any- 
thing we had been using. We used 
it from there on out. 

“Incidentally this survey has since 
been confirmed by the statements 
of our dealers that their floor play 
almost immediately began to go up 
and continued to do so during the 
summer months. Which, after all, 
is the highest compliment that auto- 
mobile advertising can get. 

“Right now we are running an 
interesting experiment having to do 
with—hold our hats—four-inch ads. 
Bill Mougey, our advertising man- 


difference in price and made it an | ads are run in the same space and |ager, knew that one phase of our 


problem wasn’t being effectively | 
dealt with and he came up with the | 
idea of small ads—and I might | 
that the problem concerned is sec- 
ondary at best but still important. 

“He picked out the group of 
towns where these ads are running | 
this month and our dealers have | 
been told what to look for and what | 
public reactions to watch. I should 
|say that in about two months we’ll 
|know whether he had an idea or a 
brain storm. 

“Carrying on with that eternal 
watchfulness of the creative phase 
of the agency’s activities in our be- 
half, I expect the agency to make 
use of and be guided by—for what 
they’re worth—the reader interest | 
surveys such as Starch and Hooper | 
‘and Clark, and I certainly expect 


welt’s Fiynn By Henry Ff. Pring! 
a aati: > — A ie 
Zs RMR GES: « 


You probably can't see it too well on 
this reproduction, but this recent ol. 
lier's cover has “WOW" clearly maried 
on the microphone being thrust on the 
gridiron hero. 


them not to regard these find: 
as an end but as a guidepos' to 
better advertisements. 

“Moving from the agency acti 
phase of preparing advertising, | 
expect from them the services 
well-staffed, experienced sales ))ro- 
motion department—men who 
not only sales promotion minded 
but who have the creative knack of 


being able to turn ideas into a 
graphic and attractive form so 
they’ll light a fire under the dealers, 
| “Another thing I expect is the 
iservices of a good publicity depart- 


ment. Men who not only know how 
to write but who know what edi- 
|tors will publish; who are not 


satisfied with getting a story okayed 
'by me but who are most concerned 
with getting it published in the 
|right papers. 

“Publicity, to my mind, should be 
the constant building of public good 
will by every method no matter how 
small until, in time, a great barrier 
has been erected against public for- 
getfulness. 

“In addition to all the other de- 
partmental activities of an agency 
such as art, production, and check- 
ing, we expect the services of an 
effective media department which— 
working with the research depart- 
ment — knows the kind of people 
who buy Pontiacs and which knows 
how to reach them most frequently 
at the least possible expense.” 


B&W Awards Plane 


The Brown & Williamson Tobacco 
Corporation awarded its first air- 
plane in the Rocky Mountain States 
region Nov. 3 when Albert C. 
Walker, Pueblo, Colo., was de- 
clared the winner of the “Wings of 
Destiny” radio program over KOA, 
Denver, the preceding Friday. 


Tom Hickey Moves 

Tom Hickey, on the advertising 
staff of the Nebraska Farmer for 
more than six years, has moved to 
the commercial printing department 
in the same organization, his head- 
quarters remaining in Lincoln, Neb 
Rex Brown has been added to the 
Nebraska Farmer advertising de- 
partment. 


He VAWUE © 
OF INFORMATION 
§ MEASURED BY 1/5 
HEUASILITY 


] 


| 
JOHN BLAIR & COMPANY 


National Representativ« 
of Radio Stations 


CHICAGO—520 N. Michigan Ave.—Sum 
NEW YORK—341 Madison—Murray ! 
DETROIT—New Center Building—Ma 
ST. LOUTS—455 Paul Brown Bidg.—C! 
LOS ANGELES—Cnh. of Com. Bidg.—?: 
SAN FRANCISCO—608 Russ Bidg —D 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


ENGLISH SOAP INVADES AMERICA 


MOr NU 


; rd iG 
: BATH SOAPS 


aa kate 


NEW PACKAGE 


£g a ee 


A portion of the Karo syrup output 
will hereafter be marketed in this glass 
container, Corn Products Refining Com- 
pany has revealed. 


AGENCY CHARIOT 


* how 
irrier 
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heck- 
of an 
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yeople 
<nows 
uently 


Morny, an English bath soap which has been advertised sparingly in this country, 

uses this bathroom scene for a color page in The New Yorker. One-third pages 

will be used in the same magazine until Christmas. Copy was placed by Morny, 

Ltd., London, through the British agency, Frederick J. Potter Company. The 

American distributor is M. K. Cohen, New York, and its agency is S. T. Seidman 
& Co. 


Vice-presidents Sterling E. Peacock (right) 

and George Cecil of N. W. Ayer topped 

off a two-day visit to client Caterpillar 

Tractor Company with a two-hour course 

on how to manipulate a tractor. Results 
are unknown. 
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EYE-CATCHING SIZE AND VERSATILITY MAKE EFFECTIVE NEW DISPLAY 


| BENSON & HEDGES 
rtisin 
che oe ” The fim fn Ciyarll ma 
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to the 
1g de- 


Benson & 
VIRGINIA ROUXD: 
CIGARETTES 


ont Whe ors Dames 


m a This new Benson and Hedges display employs three units in combination—e beautiful full-color closeup of a girl and package 
. oductions of two Benson and Hedges cigaret packages. The display is constructed so that either of the packages may 


© used with the background piece or any of the three pieces may be used alone. 


; It was designed, constructed and 
pee reproduced by Einson-Freeman Company. 


ADVERTISING AGE 


In packing bedspreads as a gift item for the first time, Bates Fabrics, New York, 

includes a decorative floral spray which is an actual sachet to be removed from 

the box and used in linen closets or clothes closets. The sprays also serve to 
dramatize the bedspread design. 


SHERWIN-WILLIAMS MEN HEAR BROADCAST 


At the studio to hear one of the Metropolitan Opera Auditions of the Air pro- 

gram are: B. M. Van Cleve, Sherwin-Williams general sales manager; J. R. War- 

wick, Warwick & Legler; Milton Cross, announcer; C. M. Lemperly, general 

director of advertising and publicity for Sherwin-Williams; A. W. Bader, general 

manager, paint sales; James Haupt, NBC; and George Griffiths, S-W general 
stock-keeper. 


DECORATIVE LIGHTING GUILD GETS STARTED 


TOE DECORATIVE LIGHTING GUILD OF AMERICA’ 
Tieeeealilinenall . - detmahicse tema 
This four-color spread in the Dec. 14 issue of Liberty will launch the Decorative 
Lighting Guild on its promotional way. The group, organized by Foster & Davies, 


Inc., Cleveland, is said to represent practically all of the manufacturers of Christ- 
mas lighting equipment. (Story on Page 4.) 


25 CHARTERED PLANES DELIVER NEWSWEEK 


In setting a speed record by including complete election returns in its regular 

edition last week, Newsweek chartered 25 airplanes to dispatch copies to readers 

on schedule. Above is W. S. Robinson (left), general manager of the McCall 

plant in Dayton, where Newsweek is printed, receiving from J. H. Schick, general 

agent of Railway Express, a package of the magazines. In the doorway of the 

plane L. L. Wilson, Newsweek production manager, stands ready to supervise the 
loading. 
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48 ADVERTISING AGE 


; 1. Sunday Tribune .. 5.4 2 a6 5 ieee 
- 2. Sunday Times... vad , .. A% 
a 3. Sunday Herald-American wee ivauekhens: <a 
*. A Evening Newspapers 
_ CHICAGO THE CHICAGO DAILY NEWS ..................... .628,699 lines 
ii DAILY (I arnt en rey eh Seen ae e ey ee 354,409 lines 
y ? NEWS Tee ery er ... 104,644 lines 
all 48.5%. Morning Newspaper 
se NS 85 +00 on 46s 4s 604% a eee cee 157,426 lines 
a Sunday Newspapers 
> EE: 3 divs esd snd eekekdees Mc apwna tae beste banana 41,381 lines 
ae PTC E TTT eT Pree TT er eee Boer Pore oe 5,185 lines 
- I a ee ee ot eas 3,576 lines 


*For tair comparative purposes, alcoholic beverage advertising is not included as it is not 
accepted by The Chicago Daily News. 


First 10 Months of 1940; Source: Media Records, Inc. 


1. Sunday Times ; ees a 
CHICAGO 
DAILY 
tise Evening Newspapers 
33.3" THE CHICAGO DAILY NEWB. oi cccccces iiccececccces 670,974 lines 
‘ ne ee bs KE ORR KENT KESs 60 Sank 220,770 lines 
ECCT TCP RSTO PEC Cee EOE er 196,875 lines 
Morning Newspaper 
ee meee Ks Pe nme Ph et rare ape ney 388,579 lines 
Sunday Newspapers 
I ek eet i eee eee eee wes eee 255,273 lines 
Herald-American Pree TE OTe TT ieee eee ae .. .263,979 lines 
TE. 6 5.4.56:5.000841 0 0ksea Redken enna cee . 18,099 lines 


First 10 Months of 1940; Source: Media Records, Inc. 


yale 1. Sunday Times ...... aatveas er ee. 
CHICAGO al 
a DAILY o Evening Newspapers 
nd NEWS sas ey. Be 8 ce eB NA gk), ers bry 1,299,673 lines 
“I 39.2". o ide) eee bag ee heed bes bedles¥etaesaceuests 575,179 lines 
» «< Herald-American ...... iw CeO ned bes kewda £0 185360 bee ee 301,519 lines 
LZ . a Morning Newspaper 
% eel or ON “ NN, ic casiindonass..0iudaheeieees ners enisatearenia 546,005 lines 
% AMERICAN TIMES » > Sunday Newspapers 
wt 14% a i . cnacsigcns t< 104 s0k, sermeian ey mea treated 296,654 lines 
‘ e.g pended rns ¥O HAE OLREE hides ouenesee 267,555 lines 
~<y ne rr re eer ey eye ee oy 23,284 lines 
* y En | m" G *For fair comparative purposes, alcoholic beverage advertising is not included inasmuch as it is not 


accepted by The Chicago Daily News. 


CASH REGISTER RESULTS give The 
Chicago Daily News leadership in Grocery 
Advertising in Chicago. During the first 
10 months of 1940, Media Records, Inc., 
reports, The Chicago Daily News led all 
other Chicago newspapers—morning, eve- 
ning or Sunday—in Retail, General and 
Total Grocery Advertising. *Foods are per- 
ishable. Profit margins are narrow. Suc- 
cessful sellers of foodstuffs must do a con- 
Their 


stant, volume-turnover business. 


sales messages must reach the women in 


THE CHICAGO DAILY NEWS 


Chicago's HOME Newspaper «+ with the most valuable circulation in the city 


DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO . 


NEW YORK OFFICE: 9% Rockefeller Plozc e 


the homes, and get responsive buying action. 
*Significantly, both local and national gro- 
cery advertisers choose “the most valuable 
circulation in the city” to do the job for 
them ... the Home Coverage circulation 
of The Chicago Daily News which pene- 
trates every section of the city and suburbs, 
and exactly parallels the purchasing power 
*For 


both family and dealer influence .. . for 


of metropolitan Chicago’s families. 


effective, economical results—in Chicago, 


it’s The Chicago Daily News. 


DETROIT OFFICE: 4-119 General Motors Building . 


SAN FRANCISCO OFFICE: Hobart Bull: "9 
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